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In January 1975, Market Facts of Canada Limited was commissioned 
by the Canadian Radio-Television and Telecommunications Commission to con- 
duct a research study on the Canadian public's attitudes towards advertising 
on television. 


The research study was carried out in several stages encompassing 
a period of roughly twenty months. The earlier stages identified issues 
and dimensions bearing on the subject. Existing knowledge from independent 
research sources, both published and unpublished, was reviewed in defining 
the scope of this study. More important, however, a number of dialogues 
were established to ensure that all relevant interest groups as well as 
individual members of the general public had every opportunity to express 
their views and voice their concerns on the subject in the development of 
the study. | 


The final results of the study are based on a national survey of 
over 3,000 individuals who were scientifically selected to represent a cross- 
section of the Canadian population. This survey carried out early in 1976 
provides the basis of the findings reported here. 


The results of this research study provide an analysis of Canadians' 
attitudes towards television advertising. These attitudes are expressed in 
the level of concern voiced by the 3,000 respondents to the issues raised in 
the survey questionnaire. 


To provide a complete analysis, the responses of the survey respond- 
ents were considered not only as an aggregate population, but also according 
to the French/English language groups, by various demographic characteristics, 
and by viewing behaviour, program preferences, and level of exposure to the 
medium. To lend a substantive basis for interpreting the findings, the study 
has considered the impact of television on people's lives and the attitudes 
of peopte towards television as a medium and towards advertising as a commer- 
cial and economic activity in our society. : 


This report outlines the principal results of the analysis. 
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INTRODUCTION 


INTRODUCTION 


‘- 


TO: Tne Stud’ 


Background 
The Canadian Radio-Television and Telecommunications Commission 
is a federal agency responsible for the development and administration of 
a regulatory policy governing the broadcast media in Canada. This regu- 
latory capacity encompasses both a technical responsibility through its 


licensing provision, and an administrative role through the formulation and 


implementation of operating guidelines governing licensees. 


The activities of the C.R.T.C. are undertaken on behalf of the 
public interest. Public sentiment regarding the broadcast industry is mon- 
jtored by the C.R.T.C. through its system of local public hearings wherein 
open dialogue is solicited, and through its acceptance of forms of individual 
communication. In turn, through the C.R.T.C.'s reporting relationship to 
the federal government, public sentiment is then communicated to the elected 


members of parliament. 


A topic that has received a great deal of controversial discussion 
concerns advertising on television. The public's concern about television 
advertising is evident in thie frequency with which it is addressed in communi- 
cations to the Commission and in complaints made to the broadcasting stations. 
The dominance of television as a medium vis-d-vis other media further suggests 


the importance of this concern as a matter for public discussion. 
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In order to take account of the public's apparent concern about 
advertising shown on television, research staff from the C.R.T.C. undertook 
a study to review the criticisms and comments that were received from the 
public on ‘this topic. The first part of the review analysed letters and 
other communications coming directly to the C.R.T.C. or via the broadcast 
stations. The second and considerably broader part of the review analysed 
comments made about television commercials by respondents to the Bureau of 


Broadcast Measurement survey. 


The Bureau of Broadcast Measurement survey questionnaire was 
designed primarily to measure audience size, but it also invited respondents 
to comment freely about any of the broadcast media. The analysis of over 
3,000 questionnaires paehameiteran difrerent areas of the country showed that 
the great majority of such comments concerned television as opposed to radio 
and, furthermore, that the largest number of spontaneous comments are related 


to television advertising. 


Both parts of this review led to the same two principal conclusions. 
The first conclusion was that television commercials are the greatest single 
source of complaint about the broadcast media, insofar as spontaneous com- 
ments can be taken as a reflection of public opinion. Most of the comments 
were in the nature of criticism and came from a wide demographic spectrum 
of the population. However, the fact that many respondents to the Bureau 
of Eyeerigue tuaeathehdig Survey made no comments at all leaves open to ques- 
tion thé extent to which criticisms received directly by the C.R.T.C. and 


the broadcast stations are representative of the attitudes of the population 
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at large. Also, because the comments were not made in response to a 
systematic set of questions posed to tne respondents, they are difficult 


to tabulate quantitatively. 


e 
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The second conclusion was that, although many people are clearly 
unhappy with at least some aspects of television advertising, they frequently 
appear to lack both the vocabulary and the conceptual ability to fully 
articulate their dissatisfaction. Rather, their comments are often expres- 
sed in terms of general annoyance with specific commercials, or in general 


syndrome terms such as "there are too many commercials". 


Although these findings do not present the kind of confidence and 
specificity to yield actionable guidelines for policy-making, they do provide 
ample support to the basic hypothesis that there is a very considerable 
amount of public concern and discontent about at least some aspects of tele- 
vision advertising. Based on this evidence, the C.R.T.C. decided to under- 
take a formal study of the attitudes of Canadians towards advertising on 
television in order to develop a systematic basis for policy guidelines. 

The specifications for such a study were tendered during the latter part of 
1974 and the contract awarded to Market Facts of Canada Limited in January 


ILS, 


This study of attitudes towards advertising on television was 
undertaken by Market Facts in three sequential stages based on methodological 
considefations. The First stage isolated spontaneous comment about televis- 
ion advertising from communications directed to the C.R.T.C., from the Bureau 


of Broadcast Measurement survey comments, from personal in-depth interviews, 
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and from journal, newspaper, and unpubiishea articles. The second stage 
developed a vocabulary for, and unearthed further issues of relevance to, 

the quantitative survey. The third stage consisted of the large scale 
national survey for which over 3,000 people were randomly selected and inter- 


viewed from among the total Canadian population. 


This report focuses on the methodology and analysis of the large 
scale national survey. Part one of this report outlines the background to 
this study generally and then focuses on the preliminary stages of the 
research. Part two of this report presents the detailed methodology for 
the quantitative national survey. The analysis and findings of the data collected 
in the quantitative national survey are presented in the remaining six parts of 


the report. 
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Oy Study Objective 


The objective of this research study is to provide a comprehensive 
review of the opinions and attitudes of Canadians towards advertising on 
television. This review pertains not only to the population as a whole, but 


to the major demographic subgroups of tne population as well. 


This overall objective translates into the following two operation- 
ally distinct component objectives: 
V44 10 jdentify the component issues which make up the 
attitudinal framework surrounding television adver- 
tising as it is seen by Canadians. 
2. To measure the response of Canadians towards each 


of these component issues, both for the aggregate 
population and for various subgroups of the population. 


The scope of this study is not limited to only that advertising 
which is seen on Canadian television channels, but rather includes all 
advertising seen by Canadians at home. The logic for so doing is primarily 
based on the exploratory stage finding that most Canadians cannot clearly 
dichotomize their attitudes according to the broadcast source. This reflects 
the fact tnat most Canadian television advertising uses the same types of 
copy approach as does television advertising produced in the United States. 
Another factor bearing on the decision to include all advertising seen on 
television in Canada is that, while the penetration of U.S. television has 
reached approximately 60% of Canadian households and is still expanding, 
there ae been a much greater increase in the proportion of such transmission 


that is channeled through cable services which fall under Canadian control. 
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in Bie Researcn Design 


The research design for this study is based on its two operationally 


distinct component objectives as outlined in the schema presented 


below. 
OBJECTIVES —» RESEARCH DESIGN STAGES 
ORIENTATION STAGE (initial identification of 
component issues) 
- review analysis of communications directed to C.R.T.C. 
- review Bureau of Broadcast Measurement Survey comments 
- review printed materials regarding television and 
advertising 
IDENTIFY - conduct in-depth interviews 
COMPONENT 
ISSUES QUALITATIVE INPUT STAGE (refine component issues) 


- register concern regarding specific component items 
- identify further component items 


- learn appropriate vocabulary 


ee 


MEASURE QUANTITATIVE NATIONAL SURVEY STAGE 
RESPONSE TO - develop component items for each component issue 
COMPONENT ~ measure response to component items 


ISSUES - collect demographic and media usage information 


. The Orientation Stage and the Qualitative Input Stage seek to 


identify the full range of issues relevant to television advertising and 
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Cevelop some understanding of the nature of tnese issues. The emphasis and 
weight given to identifying the comoonent issues iS considerable since these 
initial results determine exactly what is measured in the ensuing quantitative 


national survey. 


The Orientation Stage utilizes both direct and indirect input to 
develop an expository listing of component issues of relevance to television 
advertising. The direct input consists of the analysis of communications 
directed to the C.R.T.C. and Bureau of Broadcast Measurement survey comments. 
The indirect input consists of a review of issues put before the public by 
various concerned sources. In-depth interviews were conducted with represen- 
tatives from the advertising and broadcasting industries, concerned special 
interest groups, and public bodies having jurisdiction over either the adver- 
tising or broadcast industries. Written material from both published and, 
in some cases, proprietory sources was also reviewed. These sources are 
detailed in Appendix I. The principal findings from this research stage 


are summarized in Appendix II. 


The Qualitative Input Stage utilizes group discussion techniques 
to further develop and refine the component issues. Various groups of 
individuals were selected to be representative of Canadians generally. A 
detailed summary of the demographic characteristics of the groups appears 
in Appendix III. The nature of the discussions was exploratory and they 
were conducted under the direction of a moderator as an open forum for 


expressing one's personal views on television advertising. The group 


7 


si ‘oe 
i oe } 
i 


oa a? s 


- nae “on Sialic ant at bar 


tae i 


Qi : o 
ed riggs! + 


Vin analsestn menho Yo 2feyiens. sry 4! eine MYR Sey 


Ct uk ae on ; 2 ds : 

1 : suing = 7 yT | i i‘; 

: 
<mweerdot WItw bets wai 
ry, 
é 4 ; 

Fatode2 Badvesne: . 

ee l 


epste toresia ‘ 
\ generates nolecyozic quai < 
i 
tM) eqW0 a. a | j ~ ‘ 


A wi sayvon > 2N ; ot " 
é7.580 cul J 4 ‘3 > 
Vaid: Of. VAOTe j 41,98) . > ens { ay > iF 7 
Tat adeehnagn ne 26 Ofsrshon/s Ro quffestib and shoe barautipn Aa 


mn ‘y 
: . ae ia a : 
i, GC ow ei Lert eT yt abe Te EVI ST AO. Ay of v aA wae oo 3 > reno: ontee Ox ‘ 
: | 7 


| a 
| Joe 


mY A 


Mt ihc 


5 i / 


> a 
= 


) 


7 o : Aa Ly 

se ae 

ae Ce « 
; ee ’ 


a 
ans 


ciscussion outline used by moderators appears in Appendix IV. The findings 

of the Qualitative Input Stage have been reported in detail under separate 
cover, but are also Summarized in Appendix V. These findings further deline- 
ated the range of attitude held by the public towards advertising on television 
and scaciied in developing the specific component items to be measured in the 


Quantitative National Survey. 


Group discussions, as a method of preliminary investigation, per- 
mit the setting of boundaries and pertinent points to be covered in the 
Quantitative National Survey Stage. Group discussions also shed light on 
the language and expressions used by the public on the particular topics in 
question, as well as on the dimensions which characterize different people's 
attitudes and opinions about television advertising. It should be pointed 
out, however, that group discussions have certain limitations as a research 
methodology. The group situation as such may be a somewhat unnatural 
experience for some of the participants and the ability of the group partici- 
pants to verbalize their thoughts and express their opinions on a given topic 
is not usually distributed equally among the group. It is important to 
understand, therefore, that the conclusions most easily derived from a group 
discussion are often weighted by the extent to which people are able to 
verbalize their attitudes. Thus, while this research technique leads to a 
rich and diverse set of information, one cannot regard the findings as being 
conclusive. The findings from these group discussions, however, largely 


form the basis on which the Quantitative National Survey is structured. 


®n 


ae wat 
5 Ai ah he ae 


ork a Ae ms a - on at 28 4 


wi =* 


sic i ae owas ‘put Ha 


a - ve af Are i " se ; 
a Manele en asa Presta ott isete add enisatevat: nt y 
nw eee ee yavewe t anoREN £0, 
ab ere 
Wes Pees 


“in igen irda vite me bongen Bi 26, 2noteze seth ona 


sini harvawtep ad ot Znteg, sngnti1sqtns ssinebiiund! =a onrirsa aO Feb 
i cull ‘barte oats: enatecdoeth quernd agraa Yov we! sro rae oo 


alii tnanstith oat te etede fat dw enalaienrd> sf3 10 26 
hateied of Diode 31 pitebtadvbs! falzivelet 4:ods . 
1 Frarzeu 


sical @ aa. enotsgrtmt) nhet se sys 
Terus atieu dedwarrda eSd.4an Auth cs noice 

=fotdueg quip ety to “sities ony hg. eo nugro reise ande io § 
sige? wavip 6 a9 enoriiae stand eeoroxs Hea etdotrodt “pa 

ot tactrotint a4 3) Quetp aft Shoe Vi eups vesude iy 3 Sues JOR 

quo a med hevireb yfress io endizifowne add pant .f . 

of Side sre siedoeg noite oF Ine2Ks. oo} vd beth pTavsnett¢ See ag 

6 of shee! aupinitiust souseees cit? eT Tau ,aust  .2abus a “foHeen es 
anted an 2eathott ott EYpS7 26nns2 eno eft: ’ ‘OlAE to 442 senSytb brad 


“fsgtel ~revowen . ang? reauaeto™ CMG s29¢) Hla Bee pA He Lie Py; outeul 


Serutpeiie. 24 vaunie rcs BS EL ou Init NoTiw' Ao sioed ri 


4 ; | et | a " iy 3 
| | ua 


’ 1 


me: ae 


The Quantitative National Survey Stage numerically measures public opinion 
towards issues related to advertising on television. A succinct listing of 
these issues, and of statements relevant to each, was developed from the 
findings resulting from the two previous research design stages. A 
questionnaire was then developed and administered to over 3,000 individuals 
Pen eeeontati ye of Canadians above the age of fourteen. The methodology for 
this research design stage is detailed in Part Two of this report, and the 
analysis for this Quantitative National Survey Stage is presented in Parts 


Three through Eight of this report. 
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PART TWO 


METHODOLOGY FOR ThE 
QUANTITATIVE NATIONAL SURVEY 
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METHODOLOGY FOR THE QUANTITATIVE (NATIONAL SURVEY 


e Survey Questionnaire 


The survey questionnaire serves the primary purpose of soliciting 
Canadians’ responses towards a variety of issues related to advertising on 
television. Based on findings from the Orientation Stage and Qualitative 
Input Stage, statements were developed which are representative of various 
component issues whithin three primary attitudinal areas. These areas are 
attitudes towards televison as a medium, attitudes towards advertising as 
an economic and commercial activity, and attitudes towards advertising on 
television specifically. The actual statements for each of these three 
attitudinal areas appear in questionnaire Sections II, III, and IV 
respectively, and the rationale for their use is detailed in the first 


section of Parts Five, Six, and Seven of this report. 


The survey questionnaire also gathers information of general use 
in classifying survey respondents. Basic demographic date is obtained from 


the face page and from the Basic Data Section of the questionnaire. 


The English and French version personal interview questionnaires 
were pretested using arbitrary samples in Toronto (23 interviews) and in 
Montreal (13 interviews). Based on pretest interviewer debriefings and an 
analysis of these questionnaires, minor changes were introduced to improve 
the clarity and understanding of several television usage questions in 
Section I. The attitudinal statements in Sections II, III, and IV proved 


satisfactory as did the Basic Data Section. 
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appear in Appendix VI and VII 


eo 


eine 


engiisna ana French version questionnaires 
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The respondents interviewed in this study are representative of 
people above the age of fourteen resident of all parts of Canada except the 
North-west Territories and the Yukon. The actual sample for this national 
Study may be described as a Stratified proportionate area probability 
design with quota techniques being applied within selected enumeration areas. 
This design offers the optimum Se Secon ua interpretability of quantitative 


results while remaining sensitive to overall field costs. 


Two basic levels were involved in specifying the sample. The first 
levels involved choosing specific geographic areas where interviewing would 
be conducted. Specific enumeration areas were selected. These are geographic 
cells comprised of two hundred households on average, and they represent the 
smallest level of disaggregation in Statistics Canada's population data. 
Eine second level involved specifying a procedure of selecting Heteahoide and, 


within housenolds, individuals to be interviewed. 


The sample has been selected so that the number of interviews to 
be completed within each region and population classification remains 
proportionate to the overall Canadian population distribution. The sample 
was Stratified into the following five regions: 

Maritimes 
Quebec 

. : Ontario 
Prairies 


British Columbia 
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500 ,000 and over 
10,000 to 499,999 


: 9,999 or less and rural 


The sample design also specified clusters of five households in areas where 
the population density is ten thousand or greater, and clusters of ten 
households in rural areas or areas where the population density is less than 
ten thousand. Thus, in order to achieve a proportionate distribution of 
households across the entire sample, an enumeration area selection rate of 
only half as often was used in the 9,999 or less and rural population density 
Strata aS compared to the larger two population density strata. As well, a 
third level of stratification was implicitly accomplished by ordering the 


previously mentioned strata on Electoral Districts. 


The actual selection of enumeration areas was done using a computer- 
ized random sampling program in conjunction with the Statistics Canada 1971 
Enumeration Area Tapes. In total 405 enumeration areas where the population 
density is ten thousand or greater and 98 enumeration areas where the population 
density is Jess than ten thousand were selected. The complete enumeration area 


sample frame generated for this study appears in Appendix VIII. 


Once the sample of enumeration areas was selected, detailed maps of 
each were prepared. From these maps, a second random procedure was used to 
select specific streets and households to be contacted. Personal interviewers 


attempted to make contact with the selected households during weekday evenings 
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and at any time on Saturdays, Up to three ettempts were made to contact each 
selected household and these attempts were systematically spread out over 
different times of the day and parts of a week to maximize the probability of 
finding someone at home. Specific substitute households were approached only 
if after three attempts, no contact was achieved at initially selected 


households. 


Once contact had been established with a household, the interviewer 
first took a census of all individuals living in the household who were over 
the age of fourteen. A pre-specified randomizing procedure was then used to 
select the specific person who should be interviewed and, if he or she was not 
at home, an appointment was made to call back. Up to two call backs (thus 
three attempts) were made to interview the selected person within the household, 
and under no circumstances was the interviewer allowed to conduct the interview 


with anyone else in the household. 
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Eech interviewer was instructed to follow strict sampling and 
interviewing procedures. As well as attending a personal prebriefing session, 
each interviewer was provided with written instructions. English and French 


copies of these instructions appear in Appendix IX. 


A minimum of 15% of each interviewer's work was subjected to 
validation by field supervisors. The validation was performed by telephone 
with the respondent to verify that the interview did occur and to verify 
key data from the study. Each interviewer's work was not accepted for 


‘tabulation until it had been judged to be satisfactory at the validation stage. 


The average length of interview was about 45 minutes with almost 


none taking longer than 75 minutes. 


The actual number of households which had to be contacted in 
order to yield the desired number interviews varied with a higher completion 
rate generally being obtained in the smaller centres and in the rural areas. 
Appendix X details the actual completion rates and reasons for non-completion 
by field control centres within each of the five regions of Canada. On an 
overall national basis, interviews were successfully completed at 47% of 


all selected households. 
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Because of differential success rates in interviewing various 
demographic components across the entire population, the achieved sample 
rarely matches the 'perfect' sample that is selected. These differential 
success rates between one segment of the population and another result from 
such constraints as unequal propensity to be at home during the times when 
the interviewer calls and unequal rates of cooperation in agreeing to par- 
ticipate in the survey. The numbers of interviews actually completed within 
each region of Canada is detailed age, sex, and population density in Appendix 


Ale 


In order to make up the equal balance. among various population groups 
that was intended in the original sample design, a mathematical eran ee 
procedure has been employed to restore the proportionality of different seg- 
ments represented in the sample. This weighting procedure is based on the 
following criteria: 

- five geographic regions of Canada (with the Quebec region in 
turn being considered separately for the English speaking 
population compared to the French speaking population) 

- five population density strata 

- age by sex strata. 

The actual weightings applied to each of these criteria in order to restore 


overall proportionality to the completed survey questionnaires appear in 


Appendix XII. 
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Oe Analysis 


The completed survey questionnaires were keypunched after open-ended 
responses were coded. A portion of each keypuncher's work was verified and 
if errors were found, all of that keypuncher's work was verified. The com- 
pleted data check was then machine edited for consistency and logic flow 
with any problems being referenced back to the original questionnaire.. Only 
after completion of these quality control steps was the data subjected to 


analysis. 


The basic analysis consisted of cross tabulating all questionnaire 
items by the following breaks: 

Sex 

age 

stage of lifecycle 

occupation 

household income 

education level 

where educated 

language spoken 

province 

population density 

population density within region 

multiplicity and intensity of media usage 


. amount of television viewed 
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efrective complainers regarding television 
estimated amount of advertising on television 
favourite type of television show watched 

=: single versus multiple television set ownership 
available television signals 
cable system users 


response to statements regarding advertising, television, 
and television advertising 


segmentation analysis clusters by advertising, television, 
and television advertising 


The analysis which makes up the balance of this report deals mriialiy 
with the importance of television vis-a-vis alternate media and with specific 
aspects of television as a medium. A much shorter part then deals with the 
type of individuals who effectively complain about things seen on television. 
These two parts of the analysis make use of weighted data across a variety 
of the above mentioned breaks in order to present relevant similarities and 


differences between subgroups of the Canadian population. 


The main body of the analysis then deals with attitudes towards 
advertising, television, and television advertising in three respective parts 
of the report. Within each part this is done by measuring the response to each 


specific attitudinal statement primarily using the following five point scale: 


agree agree neither agree disagree disagree 
completely somewhat nor disagree somewhat completely 
5 4 , 3 2 J 


and to a lesser extent using the following five point scale: 
very often quite often occasionally very seldom never 


5 4 3 2 1 


* s : $ } 
sitipeo2 iftw on ‘tyes 
§ : a2 P “ so 
on dgtw. » ' t 
. 
4 5 r 4 
nobatretss s2 
7 viernes ~ ‘ At) 
“ 
DAS 2907 121) vine: 
- = 
a 
jivawor 2 56 
| efrsq evitvajes: 99756 
ys 44 
-_ 4 J 
a Kee || = 42 j< | ¢} st 
| 4 ¢ r tf 
7 ’ ASS Jit ' : 
: 
: SESe Ty 
yiorse! ‘) 
7 
5 
; : ‘ 


noretvefed yoateisy 


“ip | mabl'g2 


a 8 Fe rel ath 


wit oni wouter gris Bate inaixe vera so 


i 
a 
+ to 
a | > nF 
7 
wwe Jun oe 
si) Or 4 5 ang be! 7 
ane ib 
T's cr NSE Tt ’ ' 
: 7 
* .. 
~< & . 
f2tné Of 
’ ~ 
i Py ’ 197% 
f 4 tale 
7 i 7 f ‘ rai 


"Of + Gi 5 ae ‘erase fends 


Peril 2630 tedio, sayp: oft F mae: 


eae 


This latter scale was used speciticzily with statements which measure 
attitudes more appropriately through specific behavioural manifestations. 

This scale data has been used in several ways. Initially aggregate national 
data is presented for each statement by summing the occurances of 4 and 5 
responses, summing the occurances of 3 responses, and summing the occurances 
of 2 and 1 responses, and then representing each as a percentage of total 
response. The aggregate national data is also presented for each statement 
in terms of average levels by summing every respondents’ numerical scale score 
and then dividing by the number of respondents. This creates an average level 
of agreement which indicates the sentiment of all respondents on average 
towards each statement along a continuum from "disagree completely” (average 
level of 1.0) to “agree completely" (average level of 5.0), or in some cases 
creates an average frequency level which indicates the sentiment of all 
respondents On average towards Becher tenene along a continuum from "never" 
(average level of 1.0) to "very often" (average level of 5.0). Thus higher 
average levels indicate greater agreement or greater frequency. The pos- 
itioning of these average levels is also presented graphically for the 
aggregate national data. For the subsequent discussions of various subgroups 
of the data, only average levels are presented. The subgroups of the overall 
population wnich were of consistent importance to understanding attitudinal 
Similarities and differences were broken according to sex, age, education level, 
occupation, household income, population density, and region. The three | 
attitudinal analyses of statement percentages and frequency levels each a 
only weighted data in order to maximize representativeness to the overall 


Canadian population. 
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Tne Final part of the anzivsis exemines complex inter-relationshizs 
between Canadians' attitudes towards the different attitudinal statements. 
This analysis groups respondents according to systematic similarities and 
differences in how they view various television advertising issues. 
Unweighted data was used when assigning respondents to the various groups. 
However, these assignments were then weighted for the between group analysis 
which this section focuses upon. The specific statistical technique used 
to achieve the groupings is called "Q-type cluster analysis" and it is 


explained in Appendix XIII. 


It should also be noted that percentaged columns do not necessa- 
rily total to unity. This occurs because of rounding error, "don't know/ 
not stated" responses, and in some cases, because multiple mentions were 


accepted. 


The quantitative national survey questionnaire also collected 
data to be imputted to a potentially powerful form of policy option analysis 
called trade-off analysis. However, because of budgetary constraints, this 
data was not subsequently analysed. The respondent completed portion of 
the questionnaire used to collect this data appears in Appendices VI and 
VII for the English and French versions respectively. A description of the 


analysis of this available data is presented in Appendix XIV. 
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VI. Statistical Reliability 


A basic question to be asked in this study is how accurately 
does sample data reflect the overall national opinion of Canadians generally 
regarding these same areas. The reliability of the sample data presented 
in the following parts of this report can be estimated using the following 
two theoretical standard error formulae for a proportion drawn from a 


Simple random sample of the population: 


for a single statistic: where: 
re 2(8)| pq r = + range within which the population 
n Statistic, OCCUrs 
= confidence level 
z(@= z value for a confidence level of 
p= statistic value 8 
Poser ed kl he 
n= sample size 


subscripts 1 and 2 refer to the two 
individual statistics being compared 


Using these formulae, three tables have tae prepared which indicate 
the expected accuracy of the sample statistics in terms of the 90% level of 
statistical confidence that can be associated with the sample achieved. The 
accuracy range is expressed as a plus or minus deviation from the sample 
statistic within which, with a 90% probability of being correct, the true 


population statistic would be found, 
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eoie |] summarizes tne exsected accuracy of the Ppercentaged statistics 
presented in subsequent parts of this report, both for the aggregate national 
sample and separately by region. Table 2 summarizes the expected accuracy of 
percentaged statistics for various specific sample sizes. Table 3 Summarizes 
the percentage difference required between two sub-sample percentages to be 


confident that a real difference exists. 


Examples of how to use each table are presented here. Using Table 1, 
if 72% (approximately 70%) of all respondents answered a question in a part- 
icular way, the chances are nine out of ten that the true population statistic 
1s /2e Pius orFiminus 1.4% Psthat is, the range /0.6% through 73.4% most likely 
contains the true percentage. Using Table 2, if 47% (approximately 50%) of a 
particular sub-group containing 380 respondents (approximately 400 respondents ) 
answered a question in a particular way, the chances are nine out of ten that 
the true population statistic for that sub-group is 47% plus or minus 4.1%, that 
is, the range 42.9% through 51.1% most likely contains the true percentage, 
Using Table 3, if 62% of a sample sub-group consisting of 1100 respondents answere 
a question in a particular way, and only 58% of a second sample sub-group of 
900 respondents answered the same question the same way, whether or not a real 
difference exists can be determined. In this example assume maverece sample 
size of [(1100 + 900) +2] or 1000 and assume an average magnitude of sample 
statistic of [(62% + 58%) + 2] or 60%. Then compare the appropriate value from 
Table 3, (3.6% in this example) to the difference between the two sample 
Statistics ([62% - 58%] or 4%). Since the 4% difference between the two sample 
Statistics is greater than the 3.7% minimum difference required, the chances are 


nine out of ten that the two population sub-groups do indeed differ. 
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NATIONAL DATA AND BY REGION 
(at the 90% confidence level) 


EXPECTED ACCURACY OF PERCENTAGED STATISTICS FOR AGGREGATE 


Magnitude of Sample Statistic 


10% 205 30%, 40% 50% 
Total Canada tQrog) <A ed t1 04g, 71.5% ny 5% 
Maritimes 73.4% 70.6% Spd) ts 6% +5 7% 
Quebec ‘French 1.7% aera: Meise 0.7% ook BY 
Quebec English 6.3% £8.32 fo", = over Zoe az 
Ontario 715% to 0% tp 234, £9 5% 105% 
Prairies My ys to 9% 3.49 =3.6% MeL 
British Columbia “2.6% 73.5% 74.0% 4.3% =4.4% 
TABLE 2 


FXYPECTED ACCURACY OF PERCENTAGED STATISTICS FOR VARIOUS 
SPECIFIC SAMPLE SIZES 
(at the 90% confidence level) 


Magnitude of Sample STALISLIC 


10% 20% 30%. 40% 50% 

. 90% 80% 70% 60% 50% 
Sample Size: a —— at — — 
3000 *0.9% ut Way: £1 4% ah sy 4 Las, 2 
2000 Gea bs e725 11.7% 71.8% 1.8% 
1500 tae, 11.7% 1.9% 10.1% to 1% 
1000 ps 79.19% ro 49 ule ty +o 6% 
750 aay 77 49 to 8% to 9% 3.0% 
500 to 2% to 9% 43.49, Leys Li ig 5 

: : + + ~ + + 

400 to 5% oes +3. 8% 4.0% Tai 
300 to 8% +3 9% 74.4% 4.7% ta.74% 
200 +3 59 47% 45 3% aE: 75 8% 


100 tas 94 TeKae 17.5% 3.14 8.2% 
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MINIMUM DIFFERENCE REQUIRED TO BE CONFIDENT THAT A 
REAL DIFFERENCE EXISTS BETWEEN TWO PERCENTAGED STATISTICS 
: FOR VARIOUS AVERAGE SAMPLE SIZES 
(at the 90% confidence level) 


Average Magnitude of Sample Statistic 


10% 20% 30% 40% 50% 

: 90% 80%, JOR 60% 50% 

Average Sample Size: — se —— are — 
1500 1.8% 2.4% 2.8% 2.9% 3.0% 
1000 Cace 2.9% 3.4% 3.6% 3.7% 
750 2.5% 3.4% 3.9% 4, 2% 4.2% 
500 Byles 4 2% 4.8% roa 5.2% 
400 Suey 4.7% 5.3% Sia 5.8% 
300 4.0% 5 4% 6.2% 6.6% 6.7% 
200 4.9% 6.6% yay" al ly 8.2% 


100 ia Ope 9.3% 10.7% 11.4% 11.62% 
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PART THREE 


THE IMPACT OF TELEVISION 
AS A MEDIUM 
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Subsequent parts of this report deal with specific issues and 
behavioural hypotheses which relate to people's attitudes towards advertising 
as an economic and commercial activity, attitudes towards television as a 
medium, and attitudes towards the presence of advertising on television. 
Since attitudes towards advertising, television, and television advertising 
vary according to television usage differences and demographic differences 
among Canadians, these basic considerations are initially presented in 
this part of the report separately from the attitude analyses to which they 
relate. The basic television usage information presented in this section 
of the report also indicates the extraordinary importance of television 
vis-a-vis alternate media, and of advertising on television vis-a-vis 
advertising via alternate media. Television usage levels are reviewed 
initially. Then the relative importance of television compared to other | 
media is examined; first in terms of relative usage levels of different 
media, and then according to specific contexts which precipitate the 
use of selected media. Television ownership, viewing behaviour, and 


program preferences are examined last. 
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Television Usage Levels and Viewine Times 


This first section examines television usage in an absolute 
sense, For individuals with television in their households, weekly usage, 
daily usage, and viewing times of the day are discussed in demographic 
terms in the following paragraphs. Supporting data is then presented in 


Table 1. 


The importance of television in the lives of Canadians is 
readily apparent: three quarters watch television every day of the week, 
and well over half watch in excess of two hours of television per day. 
On average, slightly more time is spent watching television on a weekday 
than on either Saturday or Sunday. Also, television viewing is predomin- 
antly an evening activity. On weekdays 75.2% are primarily evening viewers, 
another 19.4% are both evening and daytime viewers, and 5.0% are predomin- 
antly daytime viewers. A slight shift towards daytime viewing occurs on 
weekends when 68.8% are primarily evening viewers, 24.1% are both evening 


and daytime viewers, and 6.7% are mainly daytime viewers. 


After dividing Canadians into two groups according to principal 
language spoken in the home, it is apparent that both French speaking 
Canadians and English speaking Canadians exhibit comparable overal| 
television usage levels and comparable viewing times of the day. However, — 
compared to English speaking Canadians, French speaking Aiseen ete wmenlit 


slightly more television on weekdays and slightly less on weekends. 
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Moderate usacse level end viewing time of day differences occur 
between sexes. Males tend to watch television less than do females, 
particularly on weekdays. Weekday viewing is heavily skewed towards the 
evening for males, and is overcompensated for on the weekend by proportion- 
ately more daytime viewing. Among those who indicate their occupational 
category to be housewife, the importance of television is clearly evidenced 
by weekly and daily usage levels which are greater than those for females 
generally. Also, television is watched much more often during the weekday 


daytime by housewives than by non-housewife females. 


In terms of age, weekly and daily usage of television seneuis 
to be a 'U-shaped' function with greater usage occurring within the young- 
est and oldest groups and lesser usage occurring among 35 to 44 year olds. 
Viewing times proportionately more often tend towards evening among 25 to 
54 year olds, but towards daytime among older individuals and to a lesser 


extent towards daytime among younger individuals as well. 


The general correlation between levels of education, occupation, 
and income show equally strong relationships in terms of television usage 
levels. As education, occupation and income levels sti edlua 2 usage of tele- 
vision shows a definite decrease. For example, within each of these three 
demographic areas, compared to members of low status demographic groups, only 
four fifths as many members of high status demographic groups watch television 
seven days a week. Members of the hign status demographic groups also watch 
fewer hours of television. In terms of viewing time of day, members of the low 
status demographic groups watch proportionately more weekday daytime programming 


and somewhat more weekend daytime programming as well. 
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Television usace also decrezses sonewnat as population density 
increases, but differences in viewing time of day do not occur. Region- 
ally, by far tne highest television usage levels are found in the Atlantic 
provinces, while Quebec, and in particular, Ontario, show more moderated 
usage levets. Proportionately more weekday daytime viewing occurs in the 
Atlantic provinces, and proportionately less weekend daytime viewing 


occurs in the Prairie provinces. 


Two different measures of media usage have been developed to 
divide people into separate groups. Multiplicity of alternative media usage 
indicates the breadth of the range of different media, excluding television, 
which Canadians normally encounter. Intensity of alternative media usage carries 
this a step further by taking into account the frequency of exposure to all media 
other than television simultaneously. The analysis methodology used to cal- 
culate these two measures of media usage is detailed in Appendix XV. The key 
finding from tnis media analysis is that as both multiplicity and intensity of 
alternative media usage increases, the usage of one particular medium, namely 
television, decreases. Canadians who utilize a broad range of media and who 
expose themselves to considerable media stimulation have lower weekly and daily 
television usage levels. For example, compared to individuals with a very 
narrow range and minimal exposure to alternative media, only four fifths 
as many individuals with a broad range and maximum exposure to alternative media 
watch television seven days a week. Similarly, as multiplicity and intensity of 
alternative media usage increases, the number of hours of television viewed on 
both weekdays and weekends decreases considerably. Proportionately less daytime 
viewing eccurs, particularly on weekdays, as multiplicity and intensity of 


alternative media usage increases. Overall it appears that in terms of 
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television usage, the strong correlazion between levels of education, 
occupation, and income previously found also correlate with multiplicity 


of alternative media usage and with intensity ot alternative media usage. 
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Total respondents with 
television in household 


Average weekly usage: 
0-3 days 
4-6 days 
7 days 
Average weekend usage: 
0-4 hours 
5-8 hours 
9 or more hours 


Average weekday usage: 


0-2 hours per day 
3-6 hours per day 


‘over 6 hours per day 
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Total respondents watching 


television on weekdays 


Weekday viewing time: 


only/mainly daytime 
day/evening equally 
only/mainly evening 
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television on weekends 
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only/mainly evening 
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Total respondents with 
television in household 239 529 571 503 445 332 315 


ys yi % % % a. % 
Average weekly usage: 
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Total respondents watching 
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TABLE ] (CONTINUED) 
CGuCeerTor 
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Total respondents with 
television in household 


Average weekly usage: 
0-3 days 
4-6 days 
7 days 
Average weekend usage: 
0-4 hours 


5-8 hours 
9 or more hours 


Average weekday usage: 


0-2 hours per day 
3-6 hours per day 


over 6 hours per day 26.5 22.2 
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TABLE 1 (CO e,) 
Household Income Population Densit 
$5,000 $10,000 $20,000 500,000 100,000 99,999 
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Total respondents with 
television in housenold 322 637 1190 495 947 472 1615 


Average weekly usage: 


0-3 days BE) “Nee i eee! 220 benz 13.6 12.2 

4-6 days 9.5 8.6 tear 14.7 13.9 Lad 9.9 

7 days on. 7920 7320 65.1 69.5 70.9 TTA 
Average weekend usage: 

0-4 hours 43.6 30.6 40.9 46.2 41.7 37.9 Sho5 

5-8 hours 3.5 44.0 Ad) 37.5 56.6 39.5 36.3 

9 or more hours gin 25.0 21.0 tos! 21.4 aces 2a: 


Average weekday usage: 


0-2 hours per day Si. 132. 
3-6 hours per day 44.6 40. 
over 6 hours per day 23.3 2/ 


Total respondents watching 
television on weekdays Sh7 621 1162 472 918 450 jhov es 


% % % ve y % % 
Weekday viewing time: 
only/mainly daytime 4.7 Spi 4.7 4.2 4.6 5.4 Sol 
day/evening equally 29.7 20.5 17.8 10.9 17.9 21.4 19.7 
only/mainly evening 65.0 73.3 me 84.6 76.8 Wags 74.9 
Total respondents watching 
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% % % % % % % 
Weekend viewing time: 
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TABLE 1 (CONTINUED) 


inch MCG ea Sere Rent RS Ce a 


British 
: Atlantic Quebec Ontario Prairies Columbia 
Total responcents with | 
television in household 296 852 1087 497 302 
ve % ve % % 
Average weekly usage: 
0-3 days 8.1 15.8 RAS, 19 40.9 
4-6 days 8.8 12.0 13.2 TES lh RH 
7 days Or. 4 71.8 71.0 id pe ge) a5 
Average weekend usage: 
0-4 hours S44 42.6 30.1 Soe 40.1 
5-8 hours 39° 2 36.0 40.6 37.4 34.4 
9 or more hours Zo 7 (dy Neate 20.8 CS Wy 25.0 
Average weekday usage: 
0-2 hours per day aA fod Seer 41.2 39,6 30.3 
3-6 hours per day 41.9 44.9 41.7 38.2 41.9 
over 6 hours per day 30.4 22.4 17 aed ia 19.7 
Total respondents watching | 
television on weekdays 283 834 1056 48] 292 
vA % % % % 
weekday viewing time: 
only/mainly daytime 6.0 4.5 4.7 5.4 6.3 
day/evening equally 25.1 oat Le Tid EG 
Only/mainly evening 68.2 74.) 77-0 76.3 76.1 
Total respondents watching 
television on weekends 290 814 1048 489 294 
ve ye va % % 
Weekend viewing time: 
only/mainly daytime 5.5 7.4 6.2 7.0 7.5 
day/evening equally 27.6 26.0 23.9 18.2 26.3 
Only/mainly evening 66.6 66.2 69.4 74.6 66.2 
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TABLE 1 (CONTINUED) 


Multiolicity of Alternative Media Usage 
Very Very 
Narrow Narrow Medium Broad Broad 
Range Range Range Range Range 


Total respondents witn 
television in household 349 634 833 Iie, 446 


% b % ra % 


Average weekly usage: 


0-3 days 1021 14.0 1843 14.9 14,3 
4-6 days Oe 5 162 I3e3 Ts3 183 
7 days 82.1 78.6 7323 71.4 66.6 
Average weekend usage: 
0-4 hours 38.4 38.6 3728 40.6 42.2 
5-8 hours 34.8 36.4 39.1 3923 3833 
9 or more hours as 24.6 ale Gl 19.8 19.0 
Average weekday usage: 
0-2 hours per day 29.1 34.3 34.6 41.4 43-3 
3-6 hours per day 45.5 44.5 42.9 39.9 38.1 
over 6 hours per day 25.1 21.0 22.4 18.3 Tee 
Total respondents watching iy 
television on weekdays 34] 615 808 744 437 
% % % % % 
Weekday viewing time: 
only/mainly daytime 8.5 4.0 ore 4.0 4.7 
day/evening equally 20.9 Vs ie Alae 16.0 1.3 
only/mainly evening 70.2 7223 74,1 19. / 7O5 
Total respondents watching 
television on weekends 338 613 809 745 430 
b % % vA % 
Weekend viewing time: 
only/mainly daytime 4.6 4.9 7.0 ime 8.4 
day/evening equally 33.4 25,2 22.6 19.1 26. 7 
62.0 69.5 69.8 72.8 64.3 
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TABLE 1 (CONTINUED) 


Intensity of Alzernative Media Usage 
Very 
Minimal Moderate Average Heavy Heavy 


Exposure Exposure Exposure Exposure Exposure 


e 


Total respondents with 


television in household 440 856 718 520 500 
% yA % Z v4 


Average weekly usage: 


0-3 days 12 Tie 14.8 fee 16.9 
4-6 days 5.5 9.8 13.8 14.1 16.6 
7 days 81.6 yh e 71.4 ey 66.0 


Average weekend usage: 


0-4 hours 3725 39.1 39.7 choy “42.1 
5-8 hours on 37,9 39.5 37.0 38.9 
9 or more hours 26.6 22.6 7068 Cano no. 5 


Average weekday usage: 


0-2 hours per day Shed 32.9 Sone Sed 46.2 
3-6 hours per day 43.6 47.0 S750 Ae 35.3 
over 6 hours per day 24.8 19.9 24.8 18.4 Loe2 


Total respondents watching 
television on weekdays 430 832 695 507 482 


v2 va % holy: % 


weekday viewing time: 


only/mainly daytime Ser 4.6 4.5 3.4 4.7 
day/evening equally 20.1 CEOS: YAN) Leso L526 
only/mainly evening 70.1 Woy 74.2 78.9 Figs 
Total respondents watching 
television on weekends 422 837 692 505 480 
ve yi % % % 
Weekend viewing time: 
only/mainly daytime 4.6 6.9 see. 126 Rs 
day/evening equally 32.6 2530 20.4 20.2 23.9 
only/mainly evening 62.8 61.5 T2539 70.8 68.3 
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Usage levels for television relative to usage levels for 
alternative media are discussed in terms of demography and general media 
usage characteristics in this section. Detailed tabular data follows in 


Table 2. 


A single criterion is used to indicate the usage level of each 
given media. Each is based on the concept of reach or penetration of the 
medium towards a group of individuals within some fixed time frame. The 
criteria developed for this analysis and the overall proportion of Canadians 


described within each are as follows: 


television watched on each of past seven days ~~ 73.3% 
radio listened to for one hour or more 

per day 61.5% 
movie one or more seen in past six months 54.8% 
newspaper looked at on one or more of the past 

seven days 88.6% 
magazine one or more read in past four weeks 68.5% 
book One or more read in past six months 66.3% 


The criteria for movies, newspapers, magazines, and books are based on 
minimal exposure to these media. More stringent criteria are applied 

to television and radio media because of their greater overall presence in 
the lives of Canadians. Each specific criteria has been chosen to best 
reflect overall usage of each media. Use of these criteria provides a 
succinct.method of comparing usage levels. Notice the strong correlation 
between the television usage criterion and the other measures of television 


viewing levels previously detailed in Table 1 of this part of the report. 
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Altnough both principal Canadian language groups exhibit com- 
parable absolute levels of television usage, French speaking Canadians 
proportionately less often make use of alternative media than do English 
Speaking Canadians. Because of this, television is relatively a more 


important medium among French speaking Canadians. 


Interesting differences in media usage occur between sexes. 
Males are more likely to have used newspapers and movies, whereas females 
are more likely to have used television, radio, magazines, and books. 
Specifically among housewives, television viewing levels and radio 
listening levels show further increases. At the same time housewives 
have below average usage levels for printed media, and their usage level 
for movies 1s particularly low. This reflects a general need for media 
accessibility within the home for housewives. In particular, radio and to 
a lesser extent television are preferred, presumably because these media can 


be absorbed concurrently with the completion of household demands. 


Maximum television usage appears within the youngest (15 to 17 

year olds) and the oldest (65 years old and over) age groups. The youngest 
group, nonetheless, does not disproportionately over rely on the television 
medium. Within this group, movie, magazine, and book neage levels are all 
Significantly above the national average usage levels, and radio and news- 
paper usage levels are only slightly lower than the national average. How- 
ever, within the oldest group, a disproportionate over-reliance on television, 
and to some extent on radio, is apparent. Usage levels for books, magazines, 


and movies are particularly low within this group. Their media usage profile 
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is markecly similar to that of housewives, but in this case the need for 


accessipi2 ana passively involyi ¢ media is dictated by age. 


Outside these two age groups no discernible relationships exist 
between the usage of television and other media. However, usage levels of 
Several media are independently related to age.- Television usage was noted 
to be a ‘U-shaped’ function with minimum usage occurring among 35 to 44 year 
Olds. Conversely, magazine and book readership, and in particular movie 


viewership, decline considerably as age increases. 


The general correlation between levels of education, occupation, 
and income show an equally strong relationship within the area of media 
usage as in the specific area of television usage and viewing time. 
Television usage, and to a lesser extent radio usage, decrease significantly, 
whereas movie viewership and printed media readership increase to an even 
greater degree, as education, occupation, and income levels increase. 
Absolute changes in television usage levels alone do not indicate the full 
impact upon television viewing of the major proportional changes in total 
media usage which do occur within the bounds of these three demographics. 
For example, Canadians with low socioeconomic status proportionately less 
often utilize movies, newspapers, magazines, and books and thus, compared 
to high socioeconomic status Canadians, these individuals appear more 
dependent upon fewer media. Their principal media are television and to 
a lesser extent radio, as much by omission of other media as by absolute 


usage levels for television and radio. : 
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Canadians with higher education, occupation, and income levels 
tend to make greater use of movies and printed media. Since television is 
less often used by these demographic groups, television assumes an even less 
jmportant role with these individuals when considered in relation to the other 


media they use. 


Usage levels of several media independently relate to the previous- 
ly discussed demographics. Radio is used to a comparable degree regardless 
of education. Yet radio usage shows a slight negative correlation to occupa- 
tional status, and a strong negative correlation to income. The high radio 
usage level for housewives stands in contrast to the much lower levels eeniced 
by employed people. Extreme differences in usage levels for movies, magazines, 


and books occur according to educational background. 


As population density increases, television usage decreases 
slightly but eyeernative media usage increases slightly. Considered 7 
light of total media usage, television is proportionately somewhat less 
important in major and large urban centres, and is proportionately some- 


what more important in small centres, towns, villages and rural areas. 


Regionally, the Atlantic provinces show the highest usage 
levels for television and radio, and the lowest usage levels for movies and 
printed media. Thus television and radio weigh particularly important in 
this region. British Columbia shows moderately high usage of television, but 
this..1s nemeruhed by the extremely strong interest that people in this region 
show toward printed media. Ontario not only has the lowest television usage 


level, but like British Columbia, has higher than average usage levels for 
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the various printed media. The relatively greater importance attached to 
television by French speaking Canadians is nov readily discernible in the 
regional data. Apparently the English speaking residents of Quebec have 
contributed significantly towards reducing the overall level of television 
viewing in that province while inflating viewing levels for all alternative 


media. 


In terms of individuals! total media usage it has previously been 
Shown that those with the broadest alternative media exposure tend to view 
television less frequently. This is further enced by comparing the 
moderate decline in television usage to the dramatic increase in usage of 
alternative media, as both multiplicity and intensity of alternative media 
usage increase. — Proportionately, television becomes an even less important 
medium to individuals who utilize a broad range of media and who expose them- 


selves to considerable media stimulation. 
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USAGE OF VARIOUS MEDIA 


: Total Language Sex 
Canadians English _ French Male Female 
Total respondents 3059 2324 735 1516 1543 
% vA vA % yi: 
Television (watched on 
each of past seven days) ies i301 73.9 12 74.6 
Radio (listened to for one . 
hour or more per day) bles 62.9 B20 S| 6728 
Movie (one or more seen 
in past six months) 54.8 65.5 52.0 57.4 6252 
Newspaper (looked at on one 
or more of the past seven 88.6 90y2 83.4 se lee a Ms 
days) 
Magazine (one or more read 
in past four weeks) 68.5 rab Ss 59.9 66.1 10.7 
Book (one or more read | 
in past six months) 66.3 69.5 56.4 60.0 72.4 
Age 
Neen eeee eee es man anemia TRAE 1-1 
6 
15-17. 18-24 25-34 35-44 45-54 55-64 and over 
Total respondents 24) 530 5/3 504 449 335 318 
as % % % % % % 
Television (watched on 
each of past seven days) 78.7 70.9 T2560 57.3 75.2 75.9 81.8 
Radio (listened to for one 
hour or more per day) arene: 64.3 62.6 5/31 59.8 G22. 65.0 
Movie (one or more seen : 
in past six months) CAS 3 84.7 10,5 5220 Bae Cont 16.2 
Newspaper (one or more 
looked at in past-seven . 
days) 83.0 Bosc 88./ 85.6 88.7 94.) oy.) 
Magazine (one or more : 
read in past four weeks) 79.7 Too. 69.8 67.1 60.5 66.3 Seoy 
Book (one or more read 
in past six months) 83.4 Toa 68.6 64.9 ioe ia 
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TABLE 2 CONTINUED) 
ducation pees CRU ia BONA Dee. 
Some/ 
Com- 
No pleted Post 
Second- Second- Second- White Blue House- 
reas | ary ary Coltar™ Collars. “wife 
Total respondents Dao bi A 69] 663 816 808 
% ys 4 % 5 
Television (watched on ; 
each of past seven days) 77.6 ore 62.8 60.8 751 79.1 
Radio (listened to for one 
hour or more per day) 60.5 62.6 59.6 54.3 56.6 72.0 
Movie (one or more seen | 
jn past six months) Cou 59.4 66.4 67.6 56.9 43.4 
Newspaper (looked at on one or 
‘ more of the past seven days)79.9 88.7 Shera, 94.2 87.8 So.) 
Magazine (one or more read 
in past four weeks) 471 69.2 83.9 78.0 61.2 bo. 2 
Book (one or more read in 
past six months) 39.0 67/23 85.0 78.1 Deo 64.1 
Household Income Population Densit 
$5,000 $10,000 $20,000 500,000 100,000 99,999 
Under to to and and to and 
$5,000 $9,999 $19,999 over over 499,999 under 
Total respondents 328 646 1194 499 954 477 =1628 
% % % % % ae: 8 
Television (watched on 
each of past seven days) 79.5 77.9 Ioe0 64.6 69.5 TOURS EROS eS 
Radio (listened to for one 
hour or more per day) 68.9 63.0 60.1 59.3 62.8 62,0" 60.6 
Movie (one or more seen 7 
in past six months) 36.7 48.0 59.3 65.2 60.4 55.9 lee 
Newspaper (one or more 1look- 
ed at in past seven days) 80.9 86.8 90.8 07,9 90.9 91.0 86.4 
Magazine (one or more read 
in past four weeks) 55.1 64.1 70.3 78.7 7045 725). 6652 
Book (one or more read 
in past six months) 58.5 58.5 67.8 75.8 73.8 bi. A616 
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TABLE 2 (CONTINUED) 


Region 


British 
Atlantic Quebec Ontario Prairies Columbia 
Total respondents 296 855 1097 503 309 
% % % % . 
Television (watched on 
each of past seven days) Blas 7120 70.4 Y Acs: TDLT, 
Radio (listened to for-one 
hour or more per day) 63.6 59o1 62.1 63.6 60.7 
Movie (one or more seen 
in past six months) 51.0 57.0 53.9 55.1 55.3 
Newspaper (looked at on one or 
more of the past seven days) 
83.8 Boa 90.8 89.1 92.0 
Magazine (one or more read 
in past four weeks) Came 63.6 Aa 69.6 76.0 
Zook (one or more read 
in past six months) 59.4 60.4 68.8 54.8 S302 
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Total respondents 


Television (watched on 
each of past seven days) 


Radio (listened to. for one 
hour or more per day) 


Movie (one or more seen 
in past six months) 


Broad 
Range 
783 


% 
70.4 
70.6 


63.9 


96.3 


88.8 


py. ha We 


Very 
Broad 


Range 
452 


100.0 


100.0 


TABLE 2 (CONTINUED) 
Multiplicity of Alternative Media Usage 
Very 
harrow Narrow Medium 
Ranga Range Range 
- Total respondencs S52 635 837 
A A o/ 
Television (watched on 
each of past seven days) 81.4 78.5 72.9 
Radio (listened to for one 
hour or more per day) 32.5 54.8 61.8 
Movie (one or more seen 
in past six months) 21 ua shies 51.8 
Newspaper (looked at on 
One or more of the past 
seven days) | 54.4 86.2 Shes: 
Magazine (one or more read 
in past four weeks) Paes 42.7 68.0. 
Book (one or more read 
jin past six months) Vay 39.7 68.1 


100.0 


Intensity of Alternative Media Usage 


Newspaper (one or more look- 


ed at in past seven days) 


Magazine (one or more read 
in past four weeks) 


Book (one or more read 
in past six months) 


Very 
Minimal Moderate Average Heavy Heavy 
Exposure Exposure Exposure Exposure Exposure 

442 859 726 524 508 

5 % % % % 
81.2 77.6 7056 Jie 65.0 
41.3 58.7 64.9 67.1 73.1 
24.9 42.3 59.4 65.9 83.8 
59.2 90.1 91.8 96.9 98.4 
25.4 56.6 TM ibed | 86.6 94.9 
18.9 46.0 19¢2 SIZ 97.7 
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IlII. Usage of Television and Other Media Within Soecific Contexts 


This section reviews preference levels for television relative 
to preference levels for alternative media again, but this time within 
the following four specific contexts: 
- when wanting to relax 
- when wanting to be entertained 
- when wanting to be informed about what 1s happening in the world 
- when having nothing else to do 
Within each context, preference may be expressed for none, one, or several 
different media. The proportion of Canadians choosing each medium within 


each given context is summarized in Table 3. 


TABLE 3 


OVERALL MEDIA PREFERENCE WITHIN DIFFERENT CONTEXTS 


Want Want To Be Nothing 
To Relax Entertained Want News. Else To Do ~ 
Total respondents 3059 3059 3059 3059 
Z Zon se % Z 
Television ~ 48.4 46.2 40.0 39.8 
Radio 15.0 9.9 e.0 10.0 
Movie 1.6 pen 0.2 1.8 
Newspaper/magazine 7.8 Ce 87 <1 9.1 
Read 20.7 128 4.3 1625 


Average number of 
preferences 0.93 0.85 1.04 O273 
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A tremendous reliance is placed on television regardless of 
the precipitating context. Almost half of all media mentions are directed 
to television. Conversely, preferences toward alternative media are much more 
context sensitive. Radio is primarily chosen in the contexts of relaxation 
or when seeking news; movies in an entertainment context; newspapers and 


magazines when seeking news; and reading when relaxing or when there 


is nothing else to do. 


The greatest total number of media preference mentions occur 
within the context of wanting to be informed about what is happening in the 
world; almost as many media mentions for relaxing; fewer for entertainment; 
and the least number when having nothing else to do. This response differ- - 
ential reflects the relative effectiveness of media generally to address each 
of the four contexts. For example, the context of wanting to be informed 
about what is happening in the world readily lends itself to solution through 
the use of various media. This is evidenced by it having the highest average 
number of mentions, so high in fact that some individuals chose more than 


one media. 


Within each context consideration must be given to the importance 
of television relative to alternative media. In the context of wanting news, 
alternative media are preferred to television in a ratio of three to two. Yet 
for each of the other three contexts, television is preferred to alternative ~ 
media in a ratio that betters one to one. 
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When seeking news, preference for television is almost equalled 
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by preference for newspapers and magazines. Radio, although only preferred 
about one quarter as often as these media, is considered to be a secondary 
media since it is preferred significantly more often than are any of the 
other remaining media. When wanting to relax, reading and radio are the 
secondary media preferred. ‘When wanting to be entertained, movies are a 
secondary medium, and radio along with reading are of tertiary preference. 
When having nothing else to do, reading is of secondary preference and a 


tertiary preference is shared between radio, newspapers, and magazines. 


This analysis now focuses on demographic differences in 
media preference across the four different contexts. Important re- 
lationships are presented in the ensuing paragraphs and detailed 


tabular data follows in Table 4. 


A fundamental difference in media usage occurs according to 
Tanguage spoken. English speaking Canadians rely much more heavily on the 
entertainment function of the television medium.than do French speaking 
Canadians. At the same time, English speaking Canadians are considerably 
less likely to utilize television as an informational medium than are French 
speaking Canadians. This in turn affects the importance of television 
relative to other media within these contexts, particularly among those who 
speak French. When seeking news, their heightened preference for television 
rts: ern ide by a much lower usage of radio and, to a lesser extent, printed 
media. Similarly their reduced preference for television when wanting to be 


e 


entertained is compounded by increased utilization of movies and printed media. 
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The media preference differences according to context among 

French speaking Canadians is of sufficient weight to impact on a regional 
basis as well, Contrary to the national trend, Quebec residents in general 
appear to utilize television as an informational medium more so than as an 
entertainment medium. The reverse trend is most noticeable in the Prairies, 
Ontario, and particularly in the Atlantic region where television is most 
heavily relied upon in the contexts of wanting to relax or be entertained 
and having nothing else to do. Within the context of seeking news, media 
preferences in the Atlantic region are somewhat atypical. Here television 
“and radio can be identified as media of primary importance and newspapers 
and magazines are secondary whereas nationally, television, newspapers, and 
magazines are primary media, and radio is of secondary importance when seek- 
ing news. No noteworthy context differences occur according to population 


density. 


Dividing the population by sex, it is apparent that in the context 
of wanting to relax, males show greater preference towards using television 
+han do females. Females instead show a considerable preference towards 
reading, and in the case of housewives, this is accompanied by a reduced 
preference towards radio.. The earlier finding that housewives. require 
accessipte media is further substantiated by how seldom they use movies when 


wanting to be entertained. 


Several media preference differences between contexts occur 


according to age. As age increases so does the use of radio as an information- 


al medium, but its usage as a medium for relaxation decreases. The 15 to 24 
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year oids rely heavily on radio as weli 2s on television when wanting to 
relax, but they underutilize printed media. when wanting to be entertained, 
the 15 to 34 year olds less often prefer television and rely on radio and, 
even more so,’ on movies instead. The 15 to 1/7 year olds least often use 
television as an ee medium, preferring newspapers and magazines 
twice as often, and preferring still other media equally to television. 
Anong those 65 years old and over, when seeking news television assumes 
proportionately more importance because of their considerably reduced usage 
of newspapers and magazines. The inaccessibility of the movie medium to 
this age group is most apparent within the context of wanting to be enter- 


tained. 


Within the interrelated areas of education, occupation, and 
income, no noteworthy media preference differences occur between contexts. 
However, the previously noted lack of interest shown towards movies by 
lesser educated individuals is strongly substantiated within the context 


of wanting to be entertained. 


In terms of multiplicity of alternative media usage, and 
intensity of alternative media usage, two major effects occur between 
contexts. Although usage of the television medium per se decreases as 
multiplicity and intensity of alternative media usage increase, this 
trend is accentuated within the context of seeking news. Within this 
context, individuals who are exposed to fewer media tend Ae be much 
more reliant upon television than are those who have a broader media 
exposure. Within the context of wanting to relax, radio usage also in- 
creases disproportionately as multiplicity and intensity of alternative 


media usage increase. 
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PREFERENCE FOR VARIOUS MEDIA WITHIN DIFFERENT CONTEXTS 


Total Language Sex 
Canadians English French Male Female 


Total respondents 3059 2324 735 1516 1543 
ys % vi vA vA 
When wanting to relax: 


Television 48.4 
Radio 15.0 
Movie Lins 
Newspaper/magazine 7.8 
Read 2052 


When wanting to be 
entertained: 


Television 46, 
Radio 9 
Movie Toe 
Newspaper/magazine 3 
Read 7 


When wanting to be informed 
about what is happening in 
tne world: 


Television 40 
Radio Lz 
Movie 0 
Newsdaner/magazine af 
Read 4 


When having notning else 
to do: 


Television 39.8 
Radio 10.0 
fovie 1386 
yews paper/magazine 92) 
Read, : 12.0 
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Age 
pepe yy onsen ontetineteneneeeguenesees, 
65 
15-17. 18-24 25-34 35-44 45-54 55-64 and over 
Total respondents 241 538 Sie. 504 449 B30 318 
% ve ve % % % % 
When wanting to relax: 
Television S008 4G Ane 50r7@ 24804 mG. o). aie 5 49.4 
Radio a cys Ors 14.5 Vey, Led 10.4 1226 
Movie 3.0 1.6 fap: 225 OZ OF/ Oat 
Newspaper/magazine 1.4 3.6 Thetg. bes tal aes L023 dc 
Read 10.0 VAS 20.6 2007 17.8 25.9 Cone 
When wanting to be 
entertained: 
Television Ses ED AVGy 46.5 53.8 48.3 Oie4 
Radio es EPS 10.1 8.0 a 108] 10.9 
Movie Lat OOEG Zone 16.8 ees thee Bog 
Newspaper/magazine 0.6 1.8 Leo Si o.U 526 aon 
Read 7.9 YSZ. Too 8.0 8.3 10.1 LOS1 
When wanting to be informed 
about what is happening in 
the world: 
Television 25,6. 48129 One 43.0 40.3 42.3 43.0. 
Radio 150 oloeo cual ZOE 28.4 24.2 26.2 
Movie 0.7 0.2 - 0.5 - 0.2 - 
Newspaper/magazine See et ooey 38.0 37.6 B25 Ate it rat Be: 
Read 4.2 4.1 4.9 Pas, 4.4 4.1 ane 
when having nothing else 
to do: 
Television AZ.) 46.3 43.6 38.6 38.8 Sheu 2363 
Radio Fc = aes AWA 920 7.8 8.9 1022 11.7 
Movie 320 lia da 2.4 rays 0.3 0.9 
Newspaper/magazine We 9.0 9.4 Gee Peo 9.0 8.0 
Read 14.4 1330 Lr ee ete 19.1 Zo.7 16.0 
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TABLE ¢ (CONTINUED) 


Pduca tion... Occupation 
Some/ 
Com- 
No | pleted Post 
Second- Second- Second- ° White Blue House- 
ary ary ary Collar _Collar’ wite 
Total respondents 535 Wii 69] 663 816 808 
% vi % vi % % 
When wanting to relax: 
Television 5B ey, 49.2 44.) 46.2 54.6 47.4 
Radio 1228 15#7 14.8 13.4 14.5 10.6 
Movie O56 es ony 2.0 1.0 Loe 
Newspaper/magazine 10.8 6.8 Bl Moe 107} yea) 
Read 13.0 19.2 2Oec 24.1 Tay 24.4 


When wanting to be 
entertained: 


Television SOF 
Radio 10 
Movie 3s 
Newspaper/magazine 2 
Read ; 6 


When wanting to be informed 
about what is happening in 
the world: 


Television AS. 0 
Radio 2 ] 
Movie r 0. 
Newspaper/magazine 24.4 BIG 
Read oo 3 


When having nothing 
else to do: 


Television Soh Nog 
Radio 1] 

Movie 0 
Newspaper/magazine 8 
Read « : Z 
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TABLE 4 = (CONTINUED) 


Household Income Population Density 
$5,000 $10,000 $20,000 500,000 100,000 99,959 
Under to to and and to and 
$5,000 $9,999 $19,999 over over 499 ,999 under 
Total respondents 328 646 1194 499 954 477 1622 . 
% % % % % lank % 
When wanting to relax: 
Television ae Peet 48.0 50.0 44.9 45.0 46.8 50.8 
Radio iis ped 1538 Royse} 14.0 Wel Lael § i Re leps: 
iovie ets ues Veo Zee 18 orl 1.4 
Newspaper/magazine aye ice! Ae ie Pes: 8.9 7.6 
Read 18.1 18.1 20.1 Cais Cee AWA 18.9 
When wanting to be 
entertained: 

- Television 49.4 49.3 oo], 42.6 399 43.7 20h: 
Radio de put | Po teal yd 8.0 10.6 {dd myss 5 a: 
Movie. i We as: Va 20.0 18.0 20.8 PA ie 16.0 
Newspaper/magazine Huey ec 3.0 3.0 4.0 8, 2.6 
Read Met 6.6 pt 7.9 8.1] fica) £20 

When wanting to be informed 

about what is happening in 

the world: 
Television 42.7 44.0 40.3 31.4 36.8 nosy, 43.) 
Radio Hye 2023 20.8 sy 19.3 1b Why 2360 
Movie - > Onc 0.2 Dee O52 0.3 O52 
Newspaper/magazine 27.1 29.6 ou 0 50.0 bya 44.8 Sieg 
Read 4.2 Pas: 4.3 6.0 4.7 ou Zoo 

When having nothing 

else to do: 
Television soca 41.8 39.8 41.4 40.4 $555 40.7 
Radio 14.1 10.1 8.9 8.6 | ee / ge pee 
Movie Deas 0.6 AES Zoo oe5 fel U5 
Newspaper/magazine 9.5 lhe 9.8 oo Sec 13.2 8.4 
Read tes pad ieee: 19.4 ra 19,7 yee 17.6 
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TABLE 4 (CONTINUED) 


Region 


. British 
Atlantic Quebec Ontario Prairies Columbia 
Total respondents 296 855 1097 503 309 
4 % ve ve % 
When wanting to relax: 
Television 59.8 49.3 46.6 46.1] 46.0 
Radio 16,2 thee pig Wa 10.9 oe, 
Movie 1.4 ane | Led 1.0 0.9 
Newspaper/magazine 8.9 8.3 7.6 7.4 13 
Read 16.9 Was 20.0 2385 26.1 
When wanting to be 
entertained: 
Television 63.5 34.3 50.8 46.3 46.5 
Radio . 493.2 See 10.8 9206 6.9 
Movie W,2 2355 Tor? V5e3 20.3 
Newspaper/magazine 7, 25 ced | 2.4 pee 
Read 4.7 oa), 6.4 Cee 2 Paes 
When wanting to be informed 
about what is happening in 
the world: 
Television 89.9 50.4 34.3 34.0 41.3 
Radio 34.8 14,1 2123 28.8 2250 
Movie Dey Or 0.2 Ore - 
Newspaper/magazine 24.3 345 42.6 3/728 36.5 
Read rat Sel 4.4 2.4 6.0 
When having nothing 
else to do: 
Television 47.6 42.4 3925 3920 42.4 
Radio 9.8 11.8 373 8.4 10.0 
Movie 0.7 ay Hee ‘e106 es 
Newspaper/magazine 6.1 8.1] 10.5 174 4.9 
Read 20.3 15.6 18.7 19.7 2128 
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Total respondents 


When wanting to relax: 


Television 

Radio 

Movie 
Newspaper/magazine 
Read 


When wanting to be 
entertained: 


Television 

Radio 

Movie 
Newspaper/magazine 
Read 


TABLE 4 (CONTINUED) 


Very 
Narrow Narrow Medium Broad 


Range Range Range _ Range 
352 635 837 783 


When wanting to be informed 
about what is happening in 
the world: 


When 
else 


Television 

Radio 

Movie 

News paper/magazine 
Read 


having nothing 
to do: 


Television 

Radio 

Movie 
Newspaper/magazine 
Read 


v % vi ra 
61.4 BOL 7, DA 42.6 
wed, Tela 13.8 Vlad 
hegre Nes: lee Pee 
iG (Ne ear 6.8 6.8 
eG Lest 20.6 2029 
55.8 ced 47.9 42.2 
130 DSc 10.0 hes: 
oy! Oy 1nd 22.4 
co Sah Sot Se7 
4.3 Sear dee nit 
60. 45.1 42.5 Bact 
21.0 2329 ag 2126 
~ O23 0.5 - 
here oOee 36.4 44.6 
hee 4.3 Sal 4.3 
46.2 Et a Tuneiab ie: 36.8 
10.1 Tis6: Gad 10.8 
0.8 120 ae Lal 
4.4 8.5 1d Qe 
4.1 14.3 30.3 34.1 


Multioticity of Alternative Media Usa 


Very 
Broad 


Range _ 


452 
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Intensity of Alternative Media Usaqe 


Very 
Minimal Moderate Average Heavy Heavy 
Exposure Exposure Exposure Exposure Exposure 
Total respondents 442 859 726 524 508 
vi % % y ve 
When wanting to relax: 
Television 6227 53.6 Gviee 40.1 37.4 
Radio ing 12:38 A ESS: Ao 18.5 
Movie 0.3 3 185 are ost 
Newspaper/magazine 5.5 HORS 9.4 6.8 4.5 
Read 6.8 11.6 FA ee 28.0 Jose 
When wanting to be 
entertained: 
Television | 58.8 49.4 49.6 38.9 62.47 
Radio L025 9.3 1027 10.1 23 
Movie 5.4 1329 17a 2233 3326 
Newspaper/magazine (eye FERS Soe 4.7 sur 
Read 228 5.6 ks: 928 1326 
When wanting to be informed 
about what is happening in 
the world: 
Television 6125 41.9 39.9 So age Yast ee 
Radio oles 2Ou3 ra Dt a3 NO 20-3 
Movie O23 0.4 Ore - 
Newspaper/magazine pave 34.0 oso 47.0 50 of 
Read i bears) Sun 4.0 aye) 7.8 
When having nothing 
else to do: 
Television 49.5 39.8 AZ 35.4 34.0 
Radio OSS 15 SoZ PL eo cee: 
Movie 0.8 O17 2.4 Lees: 3.4 
Newspaper/magazine 4.7 20 1033 o.9 8.2 
Read « . O64 L367 2135 24.4 27.4 
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In this section the analysis shifts from television usage levels 


* cr 


to actual television ownership and viewing behaviour. The presence of tele- 
vision in households, the number of sets, whether they are black and white or 
colour, their location in the home,and antenna connections are examined first. 


In light of this information estimated number of minutes of commercials and 


preferred types of programs are then examined. 


Television is present in 99.2% of all households nationally, and 
is marginally more often present in lower income households rather than in 
higher income households. Also, 61.5% of all households have only one tele- 
vision set, 37.5% have two, and three or more sets are present in only 0.2% 
of Canadian households. A strong positive correlation exists between house- 


hold income and multiple television ownership within households. 


TABLE 5A 


TELEVISION OWNERSHIP 


Household Income 


$5,000 $10,000 
Total Under to to $20,000 
Canadians $5,000 $9,999 $19,999 and over 
Total respondents 3059 328 646 1194 499 
ay! 4 % % yA 
Without television in : 
household 0.8 ee p28 OS: 0.8 
With television -in 
household 99.2 93.3 98.7 99.7 99.2 
One set Bie5 F505 Mieco oe a 48.2 
Two sets 3720 ee 28.4 40.7 5126 
Three or more sets 0.2 - WS 0.2 0:2 
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It was previously determined that as education, occupation, and 
income levels increase, television becomes a relatively less important 
medium. Income is 2150 related to the number of televisions present in 
the home, and thus it 3s to be expected that multiple set ownership is not 


precipitated by increased amounts of television being viewed. 
TABLE 58 
TELEVISION OWNERSHIP BY NUMBER OF HOURS TELEVISION IS WATCHED 


Viewing Hours Per Week 
14 hours or under. 15 - 40 hours Over 40 hours 
Total respondents with 


television in household 587 865 429 
ve ve % 
One set 62.4 61.2 Soci 
Two sets BY fet 38.7 36.6 
Three or more seis 0.1 Ge O.2 


It was previously determined that as multiplicity and intensity 
of alternative media usage increase, levels of income, education, and 
occupation also increase. Since income is also related to the number of 
televisions present in the household, it is only relational and not 
causal that those individuals with a greater overall exposure to alter- 
native media also tend more often to own two televisions than do those 


individuals witn a more limited media exposure. 
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TELEVISION OWNERSHIP BY 
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Total respondents 


Without television in 
household 


With television in 
household 

One set 

Two sets 

Three or more sets 


Total respondents 


Without television 
household 
nith television in 
nousehold 

One set 

Two sets 


Three or more sets 
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MULTIPLICITY AND INTENSITY OF ALTERNATIVE MEDIA USAGE 


“uTtinlicity of Alternative Media Usage 
Very Very 
Narrow Narrow Medium Broad Broad 
Rande Range Range Range Range 

349 634 833 772 446 

yi % % hes % 

0.8 ge 0.5 Tos ee 
99.2 99.9 99.5 98:5 98.6 
69.2 62.1 64.0 59.4 aT ee 
BOSS 3759 5520 £05 42.9 
- - 0.4 0.7 - 


Intensity of Alternative Media Usage 
Minimal Moderate Average Heavy Very Heavy 


Exposure Exposure Exposure Exposure Exposure 


442 859 726 524 508 
rs 4 % ve vs 
0.6 0.3 1.0 0.8 1.6 
99.4 oad 9320 eer 98.4 
68.2 61.3 64.2 58.6 58.2 
Slice Dee Biepes 41.4 41.8 
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An examination of where televisions are located in single and 
multiple television households shows that although almost four out of every 
five television housenoids have a set in the livingroom, the multiple set 


households have second sets in other heavily used parts of the house. 


TABLE 6A 


LOCATION OF TELEVISION IN HOUSEHOLD 


Single Multi- 

Total Television Television 

Canadians Household Household 

Total respondents with 

television in household 3034 1881 1152 
Z % % 
Livingroom 79.0 80.0 1163 
Den/recreation room 22.9 Pie A2e 1 
Master bedroom isco 1.6 B3oy, 
Other bedroom | 10.9 0.5 28.0 


Kitchen . 9.1 3.4 ayy Reps’ 


Approximately three fifths of Canadian homes with television have 
colour sets while the remainder are limited to black and white sets only. 
VonGve te: among single television households only half have colour television 
whereas among multitelevision households over three quarters have at least 
one colour television. Particularly since over two thirds of the multi- 
television households have both a black and white set and colour set, it 
would appear that for many Canadian households, the acquisition of a second © 


set marks the introduction of colour television into the household. 
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Single 

Total Television 

Total respondents with Canadians Household _ 
television in household 3034 1881 
yA vi 
Black and white only 39.3 49.1] 
Colour only ; 3025 Seer 


Both 25.8 


Multi- 
Television 


Household 


LG 2 
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It would appear that multiple television set ownership is a 


function of the perceived importance of both viewing location convenience 


and transition to colour television. Since these incremental benefits 


are not large, the purchase of an additional set more frequently occurs 


among those with greater disposable income. 


Similarly, the complexity and cost of the antenna connection 


increases as income rises, again despite no increase in time being spent 


watching television. 
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TABLE. 7A 
TELEVISTON ANTENNA CONNECTIONS 


Household Income 


$5,000 $10,000 $20,000 
: Total Under to to 
Canadians $5,000 $9,999 $19,999 and over 


eee 


Total respond2nts with 


television in household 3034 S22 637 1190 495 
yi % % % % 
Cable company service 41.9 29.) oY ek 44.2 D1 6 
Without converter 29.7 19.6 27.8 Siew S74) 
With converter 11.8 9.0 9.1] 12.9 hoes 
Outdoor antenna 34401 35 a0 38.5 SG Aa 29.29 
Indoor antenna 244 iS es 24.3 Zine 19.3 
Nothing {ears rd Wis Whine 1.2] LI 

TABLE 7B 


TELEVISION ANTENNA CONNECTIONS BY NUMBER OF HOURS TELEVISION IS WATCHED 


Viewing Hours Per Week 


Total respondents with 14 hours or under 15-40 hours Over 40 hours 
television in household 940 1414 680 
% % % 
Cable company service 41.2 43.3 ee Pe 
Without converter 31.8 30.3 25.6 
With converter 9.3 | hee5 14.0 
Outdoor antenna 32.6 3445 3523 
Indoor antenna 24.8 22.9 26.8 


Nothing. : a 1.4 1.4 
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Soi 
Canadians were asked how many minutes of each hour of television 

are taken up with commercials. The average of all estimates Was 1c 

minutes, however estimate differences occurred across several demographics. 


French speaking Canadians’ estimates were somewnat higher than those of 


English speaking Canadians. Stronger differences occur by sex, with females 
and particularily housewives tending to strongly overestimate commercial time. 
Higher educated individuals and white collar workers provided slightly lower 
than average estimates with less overall variability than was present within 


other groups. 
TABLE 8 


PERCEIVED NUMBER OF MINUTES OF COMMERCIALS PER HOUR OF TELEVISION 


Total Language Sex 
Canadians English French Male Female 
fotal respondents with  ———-—— ——— : 
television in housenold 3034 2302) stasice 1505 1528 
iy a % 3 vs 
Under 10 minutes Sus 8.8 6.9 9.5 7.2 
10-12 minutes 21:0 22.30 a ped | Co 2 19.4 
13-16 minutes 34.8 34.9 34.4 34.1 S525 
17-20 minutes 2133 Ze 21.4 20.5 1g Ve 
Over 20 minutes — 10.9 10.3 19.9 0.3 1255 
Education Occupation 
Some/ 
No Completed Post White Blue House- 


Secondary Secondary Secondary Collar Collar wife 


Total respondents with 


television in household 529 1767 682 658 810 804 
% % ve % ys % 
Under 10 minutes 10.2 7.0 10-3 oe 7o0 TS 
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PROGRAM PREFERENCES 


Total respongents with 
television in housenold 


Comedy 

Police/detective show 
Serial/soap opera 
Sports 

Movie 

Musical variety 

News 

Documentary 
Quiz/audience participation 
Doctor/hospital 
Drama/play 

Public affairs program 
Talk show 
Suspense/mystery 
western 

Science fiction show 
Cartoon/children's show 
Consumer program 


Average number of mentions 
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4.4 


2.0 


eat 
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All Types Of Programs 


Watched In Past Four Weeks 


Total respondents with 
television in household 


News 

Movie 

Comedy 

Police/detective show 
Musical variety 

Sports 

Suspense/mystery 
Documentary 
Doctor/hospital 
Quiz/audience participation 
Public affairs program 
Consumer program 
Serial/soap opera 
Western 

Talk show 

Drama/play 
Cartoon/children's show 
Science fiction show 


Average number of mentions 
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Program preferences are examined in two ways. The first is based 
on a limited number of choices of favourite types of television programs. An 
overall measure of type of program favoured is constructed by summing the number 
of mentions for e2ch tyne of program across the three choices for each individ- 
ual, and then adjusting these frequencies.to a Single choice base7 The second 
indicates all types of programs watched in the past four weeks. This measure 


indicates the breadth of appeal of each type of program, and the overall number 


of different types of programs that individuals watch. 


Informational programs such as news, documentaries, and consumer and 
public affairs programs are favoured less than tone “fifth as ‘often’ as are *enter- 
tainment programs. Similarly, mentions of watching informational programs in 
the past four weeks occur only about one third as often as do mentions for 
entertainment programs. Several types of television programs are ranked con- 
siderably more or less favourably according to preference Worsue Breadth of 
appeal. For example, news is most favoured by only a small portion of all 
people, but because of its general appeal, it is watched by more Canadians 
than is any other type of program. Similarly, movies attract the second highest 
viewership, even though they are seldom considered to be a favourite program 
type. Conversely, serials and soap operas have a low overall viewership relative 
to the high proportion of people favouring this type of program. This is 


indicative of a highly loyal specialty viewership. 
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Program preferences also vary markedly between various subgroups 
of the Canadian population. Comedy programs followed by police and detective 
shows are most orzen favoured among English speaking Canadians whereas those 
speaking ee: most often prefer serials and soap operas followed by movies. 
The greater interest which tnose who speak French also show towards informa- 
tional programming reflects their proportionately greater reliance upon the 
television medium generally in the context of wanting to be informed. Accord- 
ing to sex, a strong interest is shown towards sports programs by males but 
not by females. Similarly, serials and soap operas are highly preferred by 
females, but not by males. As age increases, interest declines in comedy 
shows and to a lesser extent declines in police and detective shows. Interest 
shifts instead to musical variety, quiz, and audience participation shows and 
news. Those of higher socioeconomic status tend to primarily favour comedy , 
police and detective shows, and sports programs whereas those of lower socio- 
economic status tend to often prefer serials, soap operas, and musical variety 
programs as well. Also, those with higher education,.occupation, and income 
levels somewhat more often prefer informational programming than do those of 
lower socioeconomic status. Canadians who watch proportionately more television 


also more often watch serials, soap operas, and police detective shows, and less 


often watch informational programs. 
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Total respondents with 
television in household 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 
Police/detective show 
Quiz/audience participa 
Western 

News 

ovie 

Documentary 

Talk show 

Sports 

Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 


e 


Science fiction show 


TABLE 104 


Total 
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Total respondenzs with 
television in household 
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Comedy | 
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Serial/soap opera 
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Science fiction show 
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TABLE 10A (CONTINUED) 


: EQGCAG | Oi temune were ai 7s VeUCCUPS LION Ss 
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No Completed Post | White Blue  House- 
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Total respondents with 
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TABLE 10A 


Total responcents with 
television in housenold 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 


Police/detective show 


Under 


322 


Quiz/audience participation 4.8 


Western 

News 

Movie 
Documentary 

Talk show 

Sports 
Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 


Science fiction show 


123 
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TABLE 0A (CONTINUED) 


Population Density Viewing Hours 
190,000 


500,000 to 99,999 14 hours 15-40 Over 40 
and over 499,999 and under or under” hours hours 


OEE ee 


Total respondents with 


television in household 947 472 1615 940 1414 680 
% ve % % ye yA 
Public affairs program 2.8 ee eu Lele, CLO 2.3 
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TYPES OF TELEVISION PROGRAMS WATCHED IN THE PAST FOUR WEEKS 


Total respondents with 
television in household 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 


Police/detective show 


Quiz/audience participation 


Western 

News 

Movie 

Documentary 

yalk Show 

Sports 

Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 
Science fiction show 
Average number of types 


of television programs 
watched 


Total] 
Canadians 


3034 


52 


DBs 


2302 
% 


9.8 


Language 


English French 


732 
ve 


54.7 
58.5 
60.3 
70.1 
57.4 
43.4 


47.3 
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Sex 
Male 
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Female 
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TABLE 108 


Total respondents with 
television in housenold 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 


Police/detective show 


Quiz/audience participation 


Western 

News 

Movie 

Documentary 

Talk show 

Soores 

Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 
Science fiction show 
Average poner of types 


of television programs 
watched 
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TABLE 103 (CONTINUED) 


Education Occupation 
. Some/ 

No Completed Post White Blue  House- 

Total respondents with Secondary Secondary Secondary Collar Collar wife _ 
television in housenold 529 1767 682 658 810 804 
‘ ‘ ys agy * oe 

Public affairs program 52.0 48.3 634 99.4 48.0  533/ 
Comedy | 23 77.8 P38 OO! Vidette Lon 
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Science fiction show 29004 38.4 2s lo PAL 2a 
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TABLE 


Total respondents witn 
television in housenold 


Public affairs program 
Comedy 

Musical variety 
Serial/soap opera 


Police/detective 


Quiz/audience participation 


Western 

News 

Movie 

Documentary 

Talk show 

Sports 

Drama/play 
Suspense/mystery 
Doctor/hospital 
Consumer program 
Cartoon/children's show 
Science punts of oe 
Average number ot types 


of television programs 
watched 


VOB (CONTINUED) 
Household Income 
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TABLE 108 (CONTINUED) 


Population Density Viewing Hours 

500,000 100,000 99,999 14 hours 15-40 Over 40 
Total respondents with and over 499,999 and under or under __hours __hours 
television in househoid 947 472 1615 940 1414 680 

‘ hb io % : ae: ys 

Public affairs program Sle 49.6 54.3 51.4 54.5 50.4 
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PART FOUR 


ATTITUDES TOWARDS ADVERTISING 
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PooAttituces O71 Canadians towards 
The Economic Role Of Advertising 


The statements which relate primarily to the economic role of 


advertising are: 


Advertising is necessary to our economy. 
Advertising helps to raise our standard of living. 
Advertising makes products more expensive. 


Advertising makes people spend their money on things 
they don't really need. 


The most general item, "advertising is necessary to our economy" provides a 
measure of how completely advertising is seen as being integral with the 

Canadian economic system. The perceived benefit of advertising to the 

national economy is examined through the item "advertising helps to raise our 
standard of living". This item is also inversely related to other items which 
impinge upon the national economy, but which are more directly felt by the 
individual. The items which assess the perceived economic costs are "adver- 
tising makes products more expensive" and "advertising makes people spend their 
money on things they don't really need". The item "advertising makes people 

spend their money on things they don't really need" can also be interpreted on the 


level of personal reaction to advertising. 
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Almost three quarters of ali Canadians accept that advertising 
is necessary to the national economy. however, similar numbers are resigned 
to the belief that the costs of product advertising are borne by the consumer, 
and that the consumer is manipulated to spend unnecessarily by advertising. 
Understandably, attitudes are mixed regarding whether or not advertising raises 
the standard of living. The three quarters of the population holding an opinion 


on the issue are equally split between thinking it does or does not. 


PABEE SI 


ATTITUDES TOWARDS ADVERTISING 
(Economic Role of Advertising) 


Neither 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement* 
vi % % 
Advertising is nec- 
essary to our economy B.S 10.4 15 26 
Advertising helps to 
raise our standard of 
living Sieh 23:59 elepe 
Advertising makes 
products more ex- 
pensive 80.1 tOe2 oe 
Advertising makes 
people spend their 
money on things they 
don't really need owe 6.4 14.9 


(average level of 1.0) to “agree completely” (average level of 5.0). Thus 
higher average levels indicate greater agreement. , 
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II. Attitudes Of Canadians Towards 
The Communication Role Of Advertising 


Statements which focus primarily on the communication role 
of advertising are: 
Good products don't have to be advertised very much. 
Advertising tells us about new products that are out on the market. 


A lot of things that advertisements tell you are new are just the 
same old things. 


The extent to which people agree that marketing communication is necessary 

at all is measured by the item "good products don't have to be advertised 

very much". The item "advertising tells us about new products that are out 

on the market" registers the positive informational value of advertising to 
individuals albeit this is brought about by the mechanics of the marketing 
system. Vested interest within this marketing system may create a related 
disadvantage of which individuals’ perceptions should also be measured. This 
is done through the item "a lot of things that advertisements tell you are new 


are just the same old things". 
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A suprisingly high proportion or Canadians, Four out of five, believe 
that advertising is of minimal importance for innately good products. None- 
theless, an even higher proportion, nine out of ten, believe advertising does 
STi vl va Useful role with respect to informing individuals about recently 
developed products. The high proportion of Canadians found to be holding 
these somewhat incongruous attitudes can be partially explained by the fact 
that the majority of those who recognize the informational role of advertising 
in this latter context also believe that new product advertising must be 
critically scrutinized. It appears that the majority of Canadians feel that 
the primary utility of advertising lies in the area of communicating the 
introduction of bona fide new products. However, this benefit is not viewed 
simplistically since related attitudes express considerable skepticism regard- 


ing even this role of advertising. 


TABLE 2 


ATTITUDES TOWARDS ADVERTISING | 
(Communication Role of Advertising) 


Neither 
Agree Nor Average Level 
- Agree ‘Disagree Disagree Of Agreement 
% % % : 
Good products don't 
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Ill]. Attitudes Of Canadians Towaras 
The Integrity Of Advertising 


The third group of statements shifts from the communicating role of 
advertising “generally, to an assessment of the integrity of these communications. 
This is done through the following statements: 


I think most people realize that advertisements only tell you about 
the things that advertisers.want you to hear. 


You can't believe most of the thinas they tell you in advertisements. 


I don't believe what they say in advertisements where they compare 
different brands. 


The specific informational negative benefit tapped by the last item in the 
second group of statements has been broadened to measure peoples’ understand- 
ing of the vested interests that may be present in marketing communications 
generally. These are registered through the item "I think most people realize 
that advertisements only tell you about the things that advertisers want you 

to hear". Having in this way covered potential misrepresentation through in- 
complete disclosure, misrepresentation through erroneous claims are then covered 
by the item "you can't believe most of the things they tell you in advertise- 
ments". The item "I don't believe what they say in advertisements where they 
compare different brands" then reviews attitudes towards erroneous claims with 


respect to one particular type of advertising. 
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It was previously noted tnat three quarters of all Canadians believe 
that products currently in the market place may be misrepresented under the guise 
of being new ones. More specifically, seven out of eight Canadians recognize 
that Bere ence jnterests are protected by only disclosing information favour- 
able to their products, and almost three out of four question the basic truth 
of advertising claims. Relative to advertising generally, comparative adver- 
tising is slightly less often seen in this unfavourable light. Canadians by 


and large have internalized a basic incredulity towards advertising generally. 


HABE oS 


ATTITUDES TOWARDS ADVERTISING 
(Integrity Of Advertising) 


Neither 
Agree Nor | Average Level 
Agree Disagree Disagree Of Agreement 
% wes % : 
I think most people 
realize that advert- 
isements only teil 
you about the things 
that advertisers want 
you to hear 87.5 625 5.7 
You_can't believe 
most of the things they 
tell you in advert- 
isements 77.0 10.6 O03 


I don't believe what 

they say in advert- 

isements where they 

compare different brands 66.4 Reve 19.1 
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IV. Personal Response Of Canadians 
To Advertising 


The fourth group of statements examines individuals’ personal 


reactions to advertising through the following statements: 


I often buy products which I see advertised. 


Advertising of children's products helps me decide what presents 
to buy them. 


Children are easily influenced by advertising. 


I enjoy advertisements where one company tells you why its 
products is better than its competitors’ brands. 


Most advertising is an insult to one's intelligence. 
The item "I often buy products which I see advertised” measures the perceived 
relationship between marketing communications and individuals’ own purchasing 
behaviour. The next item, "advertising of children's products helps me decide 
what presents to buy them" as well as providing a measure of perceived purchase 
influence, also provides a measure of perceived informational utility. A general 
measure of the impact of advertising upon children which is thought to exist is 
obtained through the item "children are easily influenced by advertising”. 
Personal acceptability of comparative advertising and advertising generally is 
then tapped by the items "I enjoy advertisements where one company tells you 
why its products is better than its competitors’ brands" and "most advertising 


is an insult to one’s intelligence”. 
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The perceived effect of advertising on other individuals is in 
contrast with the preceived effect of advertising on oneself. Nine out of 
ten believe that children are easily influenced by advertising and almost 
eight out of ten feel advertising makes people spend their money on things 
they do not really need. However, less than one third believe they often 
buy products which they see advertised, and even fewer believe that adver- 
tising affects their purchase of childrens’ products. It appears that most 
Canadians believe the influence of advertising to be quite powerful, but these 
same individuals generally feel that they personally are not as subject to its 
influence as are others. In support of this outlook it should be noted that 
less than one quarter disagree that most advertising is an insult to one's 
DRER I Vaence: 

TABLE 4 


ATTITUDES TOWARDS ADVERTISING 
(Personal Response To Advertising) 


Neither 
Agree Nor — Average Level 
Agree Disagree Disagree (Of Agreement 
% 4 4, 
I often buy products 
which I see advert- 
ised Sete ieee! 54.1 
Advertising of child- 
ren's products helps 
me decide what pres- 
ents to buy them 28.4 14.6 age: 
Children are easily 
influenced by ad- 
vertising 90.1 526 a2 
I enjoy advert- 
isements where one 
company tells you why 
its product is better 
than its competitors’ 
brands Bie 20S 47.6 


Most advertising is 
an insult to one's 
intelligence 58.9 16.8 Za.9 
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V. Attitudes Of Subgroups Of The Canadian 
Population Towards Advertising 


This section of the analysis focuses on differences in attitudes 
towards advertising between various demographic subgroups of the Canadian 
population. Following the discussion of findings, data is presented in 
Table 5 for all component items across relevant demographics in the form 
of average levels of agreement. Higher average levels indicate greater 
agreement with a given component item statement. The discussion of findings 
covers all relevant groupings of component items for one demographic break before 
going on to the next demographic break, except for education, occupation, and 
household income which are discussed together in view of the marked similarities 


of attitudes shown across these socioeconomic indicators. 


occurs between those speaking each of Canada's two official languages. In 
summary, it can be stated that English speaking Canadians are consistently more 
positively disposed towards Bry een tha are their enon nes ans 
counterparts. English speaking individuals not only perceive advertising to 

olay a more important role in the Canadian economy, but are also more inclined 

to believe advertising helps to raise the standard of living in Canada. As well, 
they are less inclined to agree that advertising produces financial disadvantages 
to the consumer, either directly by making products more expensive, or indirectly 
by causing consumers to spend foolishly. English speaking Canadians also more 
fully accept the marketing necessity and informational value of advertising, 

and more often enjoy comparative advertising. All of these attitudinal differences 


contribute to an expected behavioural result. English speaking Canadians more often 
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iaaveaes that they purchase products which they see advertised. Nonetheless, 
one rather incongruous attitudinal difference is also present. English 
speaking Canadians are marginally more inclined to believe that most advert- 
Tsanguis, an Minsdluid one | intelligence. 

These two language groups hold such clearly differentiated opinions 
regarding advertising that virtually all regional attitude variation can also 
be attributed to language. In fact, the only strong consistent regional differ- 
ences show Quebec residents to generally be more negatively disposed towards 
advertising than are residents of any other region. The marked similarity 
in attitudes towards advertising in English speaking Canada only weaken in one 
small area. The personal response to advertising displayed by Atlantic region 
residents shows their purchase behaviour to be more influenced by advertising and thei 


impression of advertising is that it is not as insulting. 


Less clear cut and less consistent attitudinal differences are observed 
according to sex. Males are marginally more inclined to view advertising as being 
necessary and advantageous to the economy, and they also more often recognize the 
marketing necessity of advertising. However, it is the females who somewhat more 
often recognize the benefits of advertising regarding informing them about new 
products that are out on the market. Both males and females have similar attitudes 
regarding the truthfulness of advertising, but housewives as a group are pro- 
portionately more skeptical of the integrity of advertising claims. As well as 
holding somewhat more accepting attitudes towards impersonal aspects of advertising, 
males also believe advertising offers several personal benefits. They, more often 
than femalegé, say that they buy advertised products generally, and find advertising 


of children's products to be of assistance regarding the purchase of children's 
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presents. Males also more often enjoy comparavive advertising, and more 
often believe advertising to be less insuiting to one's intelligence than 
do females. However, these differences are all very small, and in fact, 


Peerwos tb iieerescing finding 1s: that both sexes are remarkably similarly 


Attitudes towards advertising tend to vary more Clearly according to age. 
Pnesbeiser that advertising is necessary and beneficial to the economy is slightly 
stronger among older Canadians. In all other respects though, attitudes 
towards advertising become more callous as age increases. For example, 
older Canadians nme strongly believe that advertising brings about increased 
cost to the consumer, that advertising is not necessary to market a good 
product, and that advertising often misrepresents and misinforms. As age 
increases Canadians also proportionately less often enjoy comparative adver- 
tisements, ees often say that they buy advertised products, and more often 


believe advertising to be an insult to one's intelligence. 


Because of the marked similarities in the attitudes towards adver- 
tising held by individuals according to their educational, occupational, and 


nouse2hold income demography, these areas shall be discussed collectively. 


No socioeconomic differences appear regarding the economic role of advertising. 
Similarly, the various socioeconomic levels show equally pronounced incredulity 
towards advertising. Nonetheless, those of higher socioeconomic status are much 
more likely to recognize that product advertising is still necessary even for 
good products, but at the same time are more inclined to agree that most advert- 


ising is antinsult to one's intelligence. : 
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Those living in centres with a population between 100 ,000 and 
500,000 are somewhat more positively disposed towards advertising than 
are those living in either the larger centres or the smaller centres, and 
rural areas. individuals in medium size centres slightly more often believe 
that advertising is both necessary and beneficial to the Canadian economy, 
and they slightly less often perceive advertising to encourage people to 
spend unnecessarily. Although they share the rather high national level of 
skepticism towards the integrity of advertising generally, this group is 
somewhat more trusting of comparative advertising. They also less often hold 
the attitude that most advertising is an insult to one's intelligence. Although 
the differences are not large, overall it does appear that those living in 
medium size centres ye somewhat more positively disposed towards advertising 


generally. 


Regional differences in attitudes towards advertising are almost non- 
existent, as previously discussed, except in Quebec where language is the actual 


differentiating factor. 
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ATTITUDES TOWARDS ADVERTISING 


Economic Role of Advertising: 
Advertising is necessary to 
Our economy 


Advertising helps to raise 
our standard of living 


Advertising makes products 
more expensive 


Advertising makes people 
spend their money on things 
they really don't need 


Communication Role of Adver- 
tis1ng: 

Good products don't have to 
be advertised very much 


Advertising tells us about new 
products that are out on the 
market 


A lot of things that adver- 
tisements tell you are new 
are just the same old tnings 


Integrity of Advertising: 


I think most people realize that 
advertisements only tell you 
about the things that advertisers 
want you to hear 


You can't believe most of the 
things they tell you in 
advertisements 


I don't believe what they say 
in advertisements wnere they 
compare different brands 
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Sex 
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Total Language _ Sex 
: Canadians English French Male Female 


personal Response to Adver- 

tising: 

I often buy products whicn 

I see advertised Zao 226 eh Za0 2.5 


Advertising of children’s 
products helps me decide what 
presents to buy them 2.4 2.4 2.4 (ea) 233 


Children are easily influenced 
by advertising » 4.6 4.6 4.7 4.5 4.6 


I enjoy advertisements where 
one company tells you why its 
product is better than its 
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Most advertising is an insult | 
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TABLE 5 (CONTINUED) 


Age 


Sane Saati ar =a =—see "ann =r On 
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Economic Role of Advertising: 
Advertising is necessary to 
our economy 


Advertising helps to raise 
our standard of living 


Advertising makes products 
more expensive 


_ Advertising makes people 
spend their money on things 
they don't really need 


Communication Role of Adver- 
tj54nge 

Good products don't have to 
be advertised very much 


Advertising tells us about 
new products that are out 
on the market 


A lot of things that adver- 
tisements tell you are new 
are just the same old things 


Integrity of Advertising: 


I think most people realize 
that advertisements only tell 
you about the things that adver- 
tisers want you to hear 


You can't believe most of the 
things they tell you in adver- 
tisements 


I don't believe what they say 
in advertisements where they 
compare different brands 
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Occupation 
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Personal Response to Adver- 
CAG ig: 

I often buy products which 
I see advertised 


Advertising of children's 
products helps me decide 
what presents to buy them 


Children are easily in- 
fluenced by advertising 


I enjoy advertisements where 


Education 
Some/ 
-No Completed Post 


Secondary Secondary Secondary 


Rese 2.6 2.6 


one company tells you why its 


product is better than its 
competitor's brands 


Most advertising is an insult 


to one's intelligence 


Under to to 
$5,000 $9,999 $19,999 and over 


Economic Role of Adver- 
tising: 

Advertising is necessary 
to our econony 


Advertising helps to raise 
our standard of living 


Advertising makes products 
more expensive 


Advertising makes people 
spend their money on things 
they don't really need 


2.4 a5 ec 
4.5 4.6 4.6 
jae eet ZO 
34D 30 3.8 


Household Income 
5,000 $10,000 
$20 ,000 
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Occupation 


White 
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Collar Collar ‘wife 
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TABLE 5 (CONTINUED) 


Household Income —__Poputation Density 
$5,000 $10,000 00,000 
Under to to $20,000 500 ,000 to 99 ,999 
: $5,000 $9,999 $19,999 and over and over 499,999 and under 


Communication Role o7 


Advertising: 
Good products don't have 
to be advertised very much 4.4 4.3 4.) a9 4.1 4.2 “2 


Advertising tell us about 
new products that are out 
on the market 4.4 4.4 4.4 4.3 4.4 4.3 4.4 


A lot of things that adver- 
tisements tell you are new 
are just the same old thing 4.0 4.) &.0 4.0 4.1 4.0 4.0 


Integrity of Advertising: 


I think most people realize 

that advertisements only 

tell you about the things 

that advertisers want you 

to hear 4.4 4.4 4.4 4.4 4.4 4.4 4.4 


You can't believe most of 
the things they tell you 
in advertisements 41 4.0 Bad 6 39 3.9 3.9 


I don't believe what they 

say in advertisements 

wnere they compare 

different brands 340 Sas 3.9 3.8 3.9 Ser cis] 
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TABLE 5 CONTINUED) 
Household Income Population Densit 
$5,000 $10,000 100 ,000 
Under to to $20,000 500,000 to 99 ,999 
$5,000 $9,999 $19,999 and over and over 499,999 and under 
Personal Response to 
Advertising: 
I often buy products 
which I see advertised 2.4 aN cnb 26 20 se 2.6 
Advertising of children's 
products helps me decide 
what presents to buy them 2.9 2.4 2.4 / 2.4 2.4 2.4 
Children are easily in- 
fluenced by advertising 4.5 4.6 4.6 4.6 4.6 4.6 4.6 
I enjoy advertisements 
where one company tells 
you why its product is 
better than its compet- 
jtor's brands ey, eat | Cel 220 2.8 226 (SES | 
Most advertising is an 
insult to one's intel- 
ligence a0 3.5 3.0 oh 3.8 3.6 325 
: Region 
British 
Atlantic Quebec Ontario Prairies Columbia 

Economic Role of Adver- 
tising: 
Advertising is necessary 
to our economy oao ae 3.9 ee: 3.9 
Advertising helps to raise 
our standard of living G.c 2.7 3.0 3.0 3.0 
Advertising makes products 
more expensive 4.2 4.3 4.2 4.2 4.2 
Advertising makes people 
spend their money on things 
they don't really need — 4.1 4.3 S20 RRS, 4.0 
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ae core eres ce Oe ae i 
British 


Nie eT eee) SRC EO ar aa 


Atlantic Quebec Ontario Prairies Columbia 


Communication Role of 

Advertising: ° 

Good products don.t have 

to be advertised very much 4.2 4.3 4.) 4.1 4.2 


Advertising tells us about 
new products that are out 
on the market 4.4 4.2 4.4 4.4 4.4 


A lot of things that adver- 
tisements tell you are new 
are just the same old things 4.1 re | 4.0 4.0 3.9 


Integrity of Advertising: 


I think most people realize 

that advertisements only tell 

you about the things that 

advertisers want you to hear 4.4 4.4 4.5 4.4 Ao 


You can't believe most of 
the things they tel] you in 
advertisements 4.] ae a0 oe Spee | 


I don't believe what they say 
in advertisements where they 
compare different brands 350 4.0 Sy | oo. Ses 


Personal Response to Advertising 


I often buy products which I 
see advertised c.. 225 2.0 2.4 225 


Advertising of children's 
products helps me decide what 
presents to buy them 220 2.4 2.4 2.35 fee 


Children are easily influenced 
by advertising 4.6 4.7 4.6 4.5 4.5 


I enjoy advertisements where 

one company tells you why its 

product is better than its 

competitors’ brands 2.6 Spy 2.6 eat 2.4 
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VI. Attitudinal Dispositions Towards Advertising 


The basic objective of this study is to explore and delineate 
the range of attitudes held by Canadians regarding advertising on television. 
However, attitudes towards television advertising are to some degree a function 
of two separate and distinct component areas; attitudes towards advertising 
as a commercial and economic activity, and attitudes towards television as a 
medium. Attitudes towards each of these two component areas respectively are 
discussed in detail in the first four sections of Part Four and Part Five of 
this report. In order to examine interrelationships between these two 
attitudinal areas, a more succinct method of presenting attitudinal data 


must be developed. 


This section describes how the fifteen advertising attitude component 
items are collapsed into a more concise and manageable description of national 


sentiment towards advertising. 


In fact, the diversity of response to one particular component item 
is a strong predictor of overall sentiment towards other advertising issues. 
Those who agree that “advertising helps to raise our standard of living" tend 
to display much more favourable attitudes towards advertising whereas those 
who disagree with that statement tend to be pores cereaby more critical of 


advertising. 


The proportion of individuals who can be categorized in this manner 


appears in Table 6. 
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TASES 


ADVERTISING ATTITUDE DISPOSITIONS 


Disposition : Defining Criteria Total Canadians 


7 3059 
Advertising agree that “advertising helps to raise % 
Favourers our standard of living" 38 
Advertising disagree that "advertising helps to 
Rejecters raise our standard of living” 38 


Table 7 presents the average level of agreement with each advertising 
component item for both the ‘advertising favourers’ and the ‘advertising rejecters'. 
By definition, the 'advertising favourers' agree that advertising raises the 
standard of living whereas the ‘advertising rejecters' do not. Correlatively 
the supportive individuals also proportionately much more often believe that 
advertising is necessary to the economy. Both groups appear to agree equally often 
that advertising contributes to unnecessary spending by consumers, but ‘advertising 
rejecters' are more inclined to believe that advertising causes the cost of 
products to increase at the consumers' expense than are the ‘advertising 
favourers'. The ‘advertising favourers’ more often recognize the marketing and 
consumer benefits of the communication role of advertising and at the same time 
appear somewhat more trusting of advertising content. As well, they are less 
inclined to feel that advertising is an insult to one's intelligence. The 
supportive overall attitude shown towards advertising by the ‘advertising 
favourers' is translated behaviourally as well by their much higher perceived 


probability of purchasing advertised products. 
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BY ADVERTISING ATTITUDE ODISPOSI 


Economic Role Of Advertising: 


Advertising iS necessary to our 
economy 


Advertising helps to raise our 
Standard of living 


Advertising makes products 
more expensive 


Advertising makes people spend 
their money on things they don't 
really need 


Communication Role Of Advertising: 


Good products don't have to be 
advertised very much 


Advertising tells us about new 
products that are out on the 
market 


A lot of things that advertisements 
tell you are new are just the same 
old things | 


Integrity Of Advertising: 


I think most people realize that 
advertisements only tell you about 
the things that advertisers want 
you to hear 


You can't believe most of the things 
they tell you in advertisements 


I don't believe what they say in 
advertisements where they compare 
different brands 
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TABLE (7 


Personal Response To Advertising: 


I often buy products which I see 
advertised 


Advertising of children's products 
helps me decide what presents to 
buy them 


Children are easily influenced 
by advertising 


I enjoy advertisements where one 
company tells you why its product 
is better than its competitors' 
brands 


Most advertising is an insult to 
one's intelligence. | 


(CONTINUED) 


Advertising 


Favourers 


ae) 


var | 


4.6 


2.9 
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(iI. Relationships Setween Attitudes Towards Advertising And Television 


Attitude Dispositions 


This°section of the report examines differences in attitudes towards 
advertising which occur between each of the three television attitude dispositions 
which are developed in Section VI of Part Five of this report (see page 138) 7, 

The three dispositions found therein are also repeated in Table 8 below to indicate 


the main attitudinal differences found. 


TABLE 8 
TELEVISION ATTITUDE DISPOSITIONS 


ad 


Disposition Defining Criteria e Total Canadians 
| : 3059 
% 
Television agree that "most television shows 
‘Rejecters are boring" and disagree that 
"watching television is the best 
way to relax" 14 
Involved agree that "watching television 
Television is the best way to relax” and 
Acceptors disagree that "most television 


shows are boring" and agree that 
they "really get involved with 
the characters in some tele- 


vision programs 16 
Detached . agree that "watching television 
Television is the best way to relax" and 
Acceptors disagree that "most television 


shows are boring" and disagree 
that they "really get involved 
with the characters in some 
> ~ television programs 13 
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The balance of this section examines key differences in attitudes 
towards advertising according to television attitude dispositions. A strong 
relationship exists between disliking television as a medium and disliking 
advertising generally. Those whose disposition towards television is basically 
accepting tend-to nold more positive attitudes towards most advertising issues. 
Conversely, the ‘television rejecters' less often believe that advertising is 


~ necessary or beneficial to our economy. They more Strongly believe that 


advertising increases the cost of products at the consumers expense, and that 
advertising causes consumers to spend unnecessarily. Also, the ‘television 

dislikers' are rare skeptical of advertising claims, more often dislike comparative 
advertising, and more often believe advertising to be an insult to one's intelligence. 
The more negative attitudes expressed towards advertising by those who also least 
prefer television are also manifested in purchase behaviour. The ‘television 
rejectors' proportionately less often claim that they buy products which they 


have seen advertised. 


TABLE 9 
ATTITUDES TOWARDS ADVERTISING 
BY TELEVISION ATTITUDE DISPOSITIONS 


Involved Detached 
Television Television Television - 


Rejecters Acceptors Acceptors 
Economic Role Of Advertising: 


Advertising is necessary to our 


economy ee) ech: 3.9 
Advertising helps to raise our 

Standard of living | 3.0 a] 
Advertising makes products 

more expensive 403 4.) 4.2 


Advertising makes people spend 
their money on things they don't 
really need 4.3 326 3.9 
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TASLE 9 (CONTINUED) 


Television 
Rejecters 


Communication Role Of Advertising: 


Good products don't have to be 
advertised very much 


Advertising tells us about new 
products that are out on the market 


A lot of things that advertisements 
tell you are new are just the same 
_ old things 


Integrity Of Advertising: 


I think most people realize that 
advertisements only tell you about 
the things that advertisers want 
you to hear 


You can't believe most of the things 
they tell you in advertisements 


I don't believe what they say in 
advertisements where they compare 
different brands 


Personal Response To Advertising: 


I often buy products which I see 
advertised 


Advertising of children's products 
helps me decide what presents to 
buy them 


Children are easily influenced by 
advertising 


I enjoy advertisements where one 
company tells you why its product 
is better than its competitors’ 
brands * i 


Most advertising is an insult to 
one's intelligence 
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ATTITUDES TOWARDS TELEVISION 


Attitudes towards television are examined in this part of the 
report. Preliminary research for this study indicated that attitudes 
towards television advertising are strongly related to the more general 
areas of attitudes towards advertising as an economic and commercial 
activity, and of attitudes towards television as a medium. Thus attitudes 
towards television advertising ae be examined relative to attitudes towards 


televison generally. 


Specific issues related to attitudes towards advertising are 
initially presented and discussed on an aggregate national pele The 
analysis then focuses on similarities and differences between subgroups 
of the Canadian population. Finally, attitudes towards the various 
television issues are examined in terms of Canadians' overall attitudinal 


disposition towards television and then towards advertising. 


Attitudes towards television have been delineated through the use 
of component items. These component items consist of statements for which 
Canadians. were asked to indicate how completely they agree or disagree, or 
in some cases, how frequently the statements describe themselves. To 
facilitate subsequent analysis these statements have been collapsed into 
the following four groups: 

- benefits of television 

- effect of television upon children 

- television and social interaction 


- personal response to television 
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The attitudes of Canadians towards television are generally more 


evenly distributed along the agreement and frequency continuums than are 
Canadians' attitudes towards advertising where almost every iSSue was 
previously Fotnd to engender a decidedly: onesided ayapan national response. 
Thus sentiment towards television iS more ROH TarTy interwoven with large 
portions of the population holding opposing attitudes which vary across 


different issues. Nonetheless, several overall attitudinal patterns emerge 


regarding television, and these are discussed in the following sections. 
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1, Attitudes OF Canadians Towards Benefits of Television 
ee On eel CS Peper its Or Lerevision 


The first group of statements are primarily related to the 
general benefits and disadvantages of television. These statements are: 
Television is the cheapest form of entertainment for me. 


Watching television is the best way for me to find out what is going 
on in the world. 


People should not expect as much from television as they do from 
entertainment they pay for. 


Most television shows are boring. 
Many television programs have too much violence. 


Most American programs are better than most Canadian programs. 


The importance of television as an accessible entertainment medium . 
is tapped through the item "television is the cheapest form of entertainment 
for me". However, for Fete Wace the absolute monetary cost of 
entertainment by way of a given medium may not proportionately reflect its 
perceived intrinsic worth, and thus response to this item must be examined 
in light of response to "people should not expect as much from television as 
they do from entertainment they pay for (such as movies and theatre)" which 
places the perceived quality of television in perspective relative to the perceived 
quality of alternative media. The perceived value of television as an informational 
medium is examined using the item "watching television is the best way for me to 
find out what is going on in the world". Two items then register possible 
negative benefits of television. These are "most television shows are boring” 
and "many television programs have too much violence". Finally, how Canadian 
television programming is perceived relative to American programming is measured 


using the item "most American programs are better than most Canadian programs". 
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Four out of five Canadians agree that television is their 
cheapest form of entertainment and two tnirds believe that television 
is the best way of finding out what is going on in the world. However, 
several programming costs are perceived to exist. Slightly more Canadians 
do, than do not, believe that television fails to meet the same quality 
as alternative media which one pays to experience. As well, more than 
one third feel that most television shows are boring and almost three- 
quarters feel television shows have too much violence. Also American 
programs are considered to be better than Canadian programs in a ratio of 


three to one. 
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Television is the 
cheapest form of enter- 
tainment for me 


Watching television is 
the best way for me to 
find out what is going 
on in the world 


People should not ex- 
pect as much from tele- 
vision as they do from 
entertainment they pay 
for (e.g. movies, 
theatres) 


Most tejevision shows 
are boring 


Many television pro- 
grams have too much 
violence 


Most American programs 
are better than most 
Canadian programs 
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ATTITUDES TOWS2DS TELEVISION 
7 Felevision 


eneTits 


Neither 
Agree nor 


Average Level 


Agree Disagree Disagree Of Agreement 


4 


80.3 


65,5 


31.6 


Toco 


69.5 


O62 


ie5 


9.8 


18.4 


PAA 


40.7 


48.1 


16.8 


Z1ko 


* Average level of agreement indicates the sentiment of Canadians with respect 
to each attitudinal statement along a continuum from "disagree completely" 
(average level of 1.0) to “agree completely” (average level of 5.0). Thus 

higher average levels indicate greater agreement. 
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ii. Attitudes OF Canadians Regarding ine Effect 
Of Television Upon Children 


The next group of statements tap attitudes regarding television's 


effect upon children. These statements are: 


Most people don't know what their children are watching on 
- television. 


It isn't good for children to watch too much television. 


The television is a good way to keep children occupied when 
I have other things to do. 


The first item, "most people don't know what their children are watching on 
television" deals with the possible problem that children indiscriminantly 
watch programming which could be psychologically detrimental to young viewers. 
Attitudes towards children watching television are evoked on an overall level 
through the item "it isn't good for children to watch too much television". 

In contrast to these negative items, the possible convenience of television 

to fulfill a baby sitter role is examined using the item "the Perey eich 1s 


a good way to keep children occupied when I have other things to do".. 


About four-fifths of all Canadians hold the attitude that too much 
television is not good for children and about half agree that most people do 
not know what their children are watching on television. Despite these per- 
ceived negative effects of television, it is generally acknowledged to be an 


effective means of keeping children occupied. 
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Trout. 2 


ATTITUDES TOWARDS TELEVISION 
(Effect Of Television Upon Children) 
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Agree nor Average Level 
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Ti], Attitudes Of Canadians Towards Television And 
Social Interaction 


Attitudes towards television within a social context are focused 
upon through the use of the following statements: 


Watching television is a pleasant way for the whole family 
to spend the evening together at home. 


People no longer talk with each other at home because they 
spend a lot of time watching television. 


There are too many people who are slaves to the television set. 

I watch television when friends or guests drop in. 
‘The items "watching television is a pleasant way for the whole family to 
spend the evening together at home" and "people no longer talk to each other 
at home because they spend a lot of time watching television" register the 
extent to which people feel that television acts as a cohesive or fragmentary 
force upon the family. The belief that television occupies a dominant position 
in the lives of Canadians is examined in the item "there are too many people 
who are slaves to the television set". The role of television while enter- 
taining guests is then examined on a personal basis through the item "I watch 


television when friends or guests drop in". 


Attitudes are more mixed regarding television's role within various 
social contexts. Two-thirds of all Canadians agree that watching television 
is a pleasant way for the whole family to spend time together. Nonetheless, 
only one quarter are at all likely to watch television when guests visit. As 
well, people more often agree than disagree that television reduces the amount 
of communication between family members and there is overwhelming agreement 


that too many people are slaves to the television set. In summary, it appears 
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that Canadians publicly respond in accord with normative values that are 
cuite negative regarding the social implications of television, but within 
the more private family or individual setting a discrete enjoyment of tele- 


vision viewing manifests itself. 


TASLE 3 


ATTITUDES TOWARDS TELEVISION 
(Television And Social Interaction) 


Neither 
Agree nor Average Level 
Agree Disagree Disagree Of Agreement 

% % % 
Watching television 
is a pleasant way for 
the whole family to 
spend the evening 
together at home 67.0 957 ere 
People no longer 
talk with each other 
at home because they 
spend a lot of time 
watching television Spel 10.0 Boas 
There are too many 
people who are slaves 
to the television set 77.6 11.4 10.6 

Never/ | Average 
-- Seldom Occasionally Often Frequency Level* 

% % % 
I watch television when 
friends or guests drop 
in 76.0 15.2 7.6 


* Average frequency level indicates how likely Canadians are to exhibit the 
behaviour indicated by each statement along acontinuum from "never" (average 
level of 1.0) to "very often" (average level of 5.0). Thus higher average 
levels indicate greater frequency. ; 
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The fourth and by far the largest single group of statements 
examine individuals' personal behaviour regarding television. Individuals 
were asked to indicate how strongly they agree with the following statements: 


I really get involved with the characters in some television 
programs. 


Watching television is the best way to relax after a hard day. 

The television keeps me company when I'm home alone. 
They were also asked how often they found themselves in the situations described 
by the following statements: 

I don't know what else to do so I watch television. 

I do other things at the same time as I watch television. 


I feel guilty because I watch television when I should be 
doing something else. | 


I turn off the television whenever I get annoyed with a program. 

I fall asleep while watching television. 

I watch television while I am eating meals. 
The affinity and personal involvement which individuals exhibit towards tele- 
vision programs is examined by the item "I really get involved with the charac- — 
ters in some television programs". The appropriateness of television within 
two frequent contexts is dealt with by the items "watching television is the 
best way to relax after a hard day" and "the television keeps me company when 
I'm home alone". The item "I don't know what else to do so I watch television" 
indicates how frequently television viewing is in fact a habitual and reflexive 
action. Similarly, the item "I do other things at the same time as I watch 


television" measures the reflexive behaviour of using television asa background 
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40, 0r in company with, other activities. The compulsive use of tele- 

vision when other activities should be attended to is registered by the 

item "I feel guilty because I watch television when I should be doing 

something else". In contrast to the preceeding items, which portray 

television as having an omnipresent influence over people, the item "I turn 

off the tal euheich whenever I get annoyed with a program" examines to what 
extent the locus of television viewing control indeed does rest with the viewer 
rather than with the medium. Finally, the frequency with which two specific 
behaviours occur while watching television are registered by the items "I fall 


asleep while watching television" and "I watch television while I am eating meals”. 


Strong differences in personal behaviour regarding feleveaian are also 
exhibited within large subgroups of the total population. For example, the same 
proportion of people do, as do not, become very involved with some television 
program characters. Three out of five Canadians believe that watching television 
is the best way to relax after a hard day. In fact, between one quarter and one 
half find television to be so relaxing that they often or occasionally fall asleep 
in front of it. More than two thirds also agree that television keeps them 


company when they are home alone. 


A suprisingly high proportion of people, almost half, reflexively 
turn to television when in doubt as to what to do. However, only one sixth 
of Canadians are so dominated by television that they compulsively watch it 
when other more pressing activities should be attended to, and likewise, only 
one third are so dominated by television that they remain attentive to programs 


which annoy them. It also appears that Canadians are almost equally split 
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between attentively watching television as compared to concentrating 

less by doing other things at the same time as they watch television. 
For example, for every three people who do not watch television while 
eating meals, one person often enough will eat while watching it, and 


yet another occasionally will. 
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ATTITUDES TOWARDS TELEVISTON 
(Personal Response To Television) 


with the characters in 


some television pro- 
grams 


Watching television 
is the best way to 
relax after a hard 
day 


The television keeps 
me company when I'm 
home alone 


“I don't know what else 


to do so I watch tele- 


vision 


I do other things at 
the same time as I 
watch television 


I feel guilty because 
I watch television wh 


I should be doing some- 


thing else 


I turn off the tele- 
vision whenever I get 
annoyed with a pro- 
gram 


I fall asleep while 
watching television 


I watch television 
while I am eating 
meals 
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V.. Attitudes. Of Subgroups Of. ine. Canadian. Population 
Towards Televison 


The breadth of attitude towards television which exists on an 
aggregate national basis shows important systematic trends when examined 
according + various demographic subgroups of the Canadian populatton. 
However, unlike what was found regarding attitudes towards advertising, 
differences in attitudes towards television can not be explained primarily 
in terms of only one or two demographics. Rather, all the demographics. 
discussed in this section are of importance eee some television issues. 
Following the discussion of attitudinal differences according to demographics, 


Table 5 summarizes average levels of agreement and average frequency levels 


for all component items across all relevant demographics. 


Attitudes towards different issues regarding television vary 
between those speaking each of Canada's two official languages. French 
speaking Canadians considerably more often believe television is a good infor- 
mational medium than do English speaking Canadians, as evidenced by how often 
they agree that watching television is the best way of finding out what is 
going on in the world. Although they somewhat more often agree that tele- 
vision is their cheapest form of entertainment, anata more often agree 
that television entertainment falls short of the quality inherent in alternative 
entertainment which they must pay to experience. In fact, they more often 
find television shows to be boring and to have too much violence, and 
as well, they are far less likely to project personal involvement with 


television program characters. 
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French speaking Canadians also proportionately more often believa 
tnat television offers the family a pleasant way of spending time together 
despite their somewhat greater inclination to also believe that television 
may dominate individuals and that it may fragment family life. As well, 
they are less critical of possible adverse effects of television upon children 
and correlatively, they more often agree that television is a suitable way to 
keep children occupied. Television also appears to exert a more dominant 
influence upon the lives of French speaking Canadians. This group is more 
inclined to watch television when not knowing wnat else to do, when yanting 
to relax, and to keep one company when at home alone. They are less likely to 
turn off annoying programs, less likely to fall asleep watching television, 


and more likely to eat meals in front of the television. 


Several interesting attitudinal differences regarding television 
occur according to sex. For example females are more inclined to per- 
ceive that television programs have too much violence than are.males. They 
are also more inclined to believe that television dominates many people, that 
television has reduced intrafamily conversation, and that television has a 
negative effect on children. Keeping young children occupied is predominantly 
a female task which most have had to cope with continuously for several years. 
The extent to wnich females have delegated this task to the television appears 
to be balanced by their reservations regarding television's effect on 
children. Both sexes show equal reliance on television as a means of keeping 
children occupied, and housewives, the group closest to this issue, only 
marginally more often agree that television is a good way to keep children 


occupied when there are other things to be done. 
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Females tend to identify somewhat more strongly with fictional 
television characters (than do males. Females, and housewives in Pere ave 
more frequently do other things at the same time as they watch television, and 
they less frequently watch television when friends visit. Thus despite their 
generally mere critical attitudes towards television, females certainly are not 
less likely to watch and enjoy television than are males, but when visitors 
introduce a change to the daily routine, television is more likely to be 
ignored. Interestingly enough, males more often than females reflexively 
utilize television when they have nothing else to do, and correlatively, 


they also more often fall asleep in front of it. 


Attitudes towards television also tend to vary according to age. 
As age increases so does the level of agreement that television shows are 
boring and that they have too much violence. However, for most issues 
attitudinal differences are more readily apparent between the younger 
(18 to 44 years old) and older (45 years old and over) halves of the adult 
population. Older people proportionately more often indicate that television 
is their cheapest form of entertainment, but also that it does not meet the 
high quality of alternative media which one pays to experience. Older people 
also proportionately more often agree that television is their best 
informational medium, and that watching television is the best way to 


relax after a hard day. 


Older people also proportionately more often agree that television 
is their best informational medium, and that watching television is the best. 


way to relax after a hard day. 
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People between the ages of 14 and 34 years display much greater 
ajrinity and personal involvement with television. However, it was previously 
found that this heightened usage extended to media other than television as well.- 
They proportionately more often than older people, reflexively turn to tele- 
vision when they have nothing else to do, and they more often do other things 
at the same time as they watch television, including eating meals. They are 
also more likely than older people to watch television when they should be 
doing something else, and even when friends drop in they are more likely to 
watch television. As well, these young people tend to get more involved with 
the characters in some television programs and they less often turn off 


annoying programs or fall asleep. 


Attitudes towards television show marked similarities as Sian 
occupation, and income levels vary together, and thus these demographics 
shall be discussed collectively. Better educated Canadians and those with 
higher occupational status and income levels more often believe that 
television programming compares favourably with alternative EATER ES inneTe media 
which one must pay to experience, but even so, they less often perceived 
television as being their cheapest form of entertainment. It is those with 
less education, less occupational status, and less income who are more 


inclined to utilize television as their primary informational medium. 


As socioeconomic status increases, Canadians are more inclined 
to agree that too much television is not good for children, and correlatively 
they are more inclined to disagree that television is a good way to keep 


children occupied. This relatively more negative attitude 
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towards en fons effect on children is only one example of negative 
attitudes towards television's effect on people generally. Particularly 
among those with higher educational and occupational status, but also 
among those with higher incomes, proportionately fewer agree that televi- 
sion is a pleasant way for the family to spend time together, fewer watch 
television when guests are visiting, and more agree that too many 


people are dominated by television. 


Personal response to television is consistently more negative as 
education; occupation, and income levels increase. Watching television is 


proportionately less often considered to be the best way to relax by higher 


socioeconomic status Canadians. Canadians with higher education, occupation, 
and income levels also concentrate Tess on the programs they watch as evidenced 
by how frequently they do other things concurrently with their television | 
viewing and by how less inclined they are to identify closely with fictional 
television characters. They less frequently turn to television when having 
nothing else to do, and this is further evidenced by how seldom they use 


television to keep themselves company when at home alone. 


Attitudes towards television vary marginally according to population 
density. Those living in rural areas or in smal] mantras of less. than 100,000 
population are really only differentiated in that they are more inclined to- 
agree that television is their best method of being informed about current 


events. 


“No systematic differences in attitudes towards television occur 
between the various geographic regions of Canada except in the case of 
Quebec where these differences are caused by and are best explained in terms 


of language spoken. 
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ATTITUDES TOWARDS TELEVISION 


Benefits of Television: 


Television is the cheapest form 
of entertainment for me 


Watching television is the best 
way for me to find out what is 
going on in the world 


People should not expect as much 
from television as they do from 
entertainment they pay for 

(e.g. movies, theatres) 


Most television shows are 
boring 


Many television programs have 
too much violence 


Most American programs 
are better than most 
Canadian programs 


Effect of Television Upon Children: 


Most people don't know wnat 
their children are watching 
on television 


It isn't good for children to 
watch too much television 


The television is a good way 
to keep children occupied when 
I have other things to do 
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CONTINUED 


Total Language Sex 

Canadians English French Male Female 
Television and Social Interaction 
Watching television is a 
pleasant way for the whole 
family to spend the evening . 
together at home : Sas 3.6 4.] Shy By) 
People no longer talk with 
each other at home because 
they spend a lot of time ; 
watching television ao Bes 385 Pe: 3.4 
There are too many people 
who are slaves to the 
television set 4.2 4.] 4.2 4.1 Bee 
I watch television when 
friends or guests drop in 1.9 1.9 1.9 2.0 lieve 
Personal Response to Television: 
I really get involved with 
the characters in some 
television programs 2.9 320 2.5 2.8 3.0 
Watching television is the 
best way to relax after a 
hard day Tea Biulrey chee 34 335 
The television keeps me 
company when I'm home alone Ris Naf 4.0 336 S68 
I don't know what else to do | 
so I watch television aed | 220 att 240 2.6 
I do other things at the same 
time as I watch television 3.0 520 2.9 7 aAG A a8 
I feel guilty because I watch 
television when I should be 
doing something else Zug (od aay Cee 2 
I turn off the T.Y. whenever . 
I get annoyed with a program 2.9 2.9 2.8 2.9 2.9 
I fall asleep while . 
watching television raga s 2.6 2.4 eey. cus 


I watch television while I | 
am eating meals 2.3 23 on0 2.4 Pee 
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TABLE 5 (CONTINUED) 


Age 
| 65 and 
15-17. 18-24 25-34 35-44 45-54 55-64 Over 


a eeemcenees anne EE TS ENT RRENT 
—_— 


Benefits of Television: 


Television is the cheapest form 
of entertainment for me 3.8 4.1 4.1 4. 4.2 4.2 4.5 


Watching television is the 
best way for me to find out what 
is going on in the world 3.6 5 a 3.6 ae | Sk 4.) 


People should not expect as much 

from television as they do from 

entertainment they pay for : 

(e.g. movies, theatres) ie! S70 370 ot 380) ol Soo kore 


Most television shows 
are boring 25 ed | 2.9 rage 3.0 Sel eu 


Many television programs have 
too much violence oe 320 4.0 4.1 4.2 4.3 4.4 


Most American programs 
are better than most { 
Canadian programs aed 3.8 ao), Sie 3.7 3.6 3.4 


Effect of Television Upon Children: 


Most people don't know what 
their children are watching 
on television 3.4 S20 pes} 3.2 325 3.3 Se5 


d¢isn t good for children 
to watch too much television 3.8 4.1 4.2 her 4.4 A? 4.4 


The television is a good way 
to keep children occupied when 
I have other things to do So) Milton 3.4 3.4 3.6 B26 3.5 
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TABLE & (CONTINUED 


Age 
65 and 
15-17. 18-24 25-34 35-44 45-54 55-64 Over 


Television and Social Interaction 


Wiatcning television is e 

pleasant way for the whole 

family to spend the 

evening together at home = Se7 3.6 sey Sof Si 4.1 


People no longer talk with . 

each other at home because 

they spend a lot of time 

watching television 2.9 Sul eas: Se3 326 oye 3.6 


There are too many people 
who are Slaves to the 
television set 4.0 4.1 4.2 4.2 4.2 4.] 4.2 


I watch television when 
friends or guests drop in (aes ooh 1.9 es 1.6 ey: 16 


Personal Response to Television: 


I really get involved 
with the characters in some | | | 
television programs ooo Sul 3.0 raf 2.8 2.6 320) 


Watching television is the 
best way to relax after a 
hard day SES) ee 3.4 3.4 3.6 3.5 3:0 


The television keeps me 
company when I'm home alone 4.1] 3.8 See 3.7 shed f fs! 4.1 


I don't know what else to 
do so I watch television Shee 320 226 2.5 2.6 25 2.8 


I do other things at the same 
time as I watch television 3.0 Sat Src ant 2.8 2.8 2.8 


I feel guilty because I watch 
television when I should be 
doing something else 2.8 2.0 a3 2.0 2.0 1.8 toy 


I turn off the T.V. whenever 
I get annoyed with a program 2.6 rend | aah et 3.0 3.3 3.4 


I fall asleep while — : 
watching television Lue Zea ash ae 2.8 rae | 2.6 


I watch television while 
I am eating meals 2e0 Bk 2.4 ad Cec 2.2 oon 
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TABLE 5 (CONTINUED) 


" Education Occupation 
Some/ 
No Completed Post 
Second- Second- Second- White Blue House 


ary ary ary Collay ‘Coblar Wife 


Benefits of Television: 


Television is the cheapest 
form of entertainment for me 4.4 Are 339 4.0 Avs es 


Watching television is the 
best way for me to find out 
what iS going on in the world 4.] alii Bg on 3.6 325 


People should not expect as much 

from television as they do from 

entertainment they pay for 
(e.g. movies, theatres) Se3 3.1 (ade, 2.9 Be) 35 


Most television shows 
are boring 2.9 ed, 


Many television programs .. 
have too much violence. 4.1 430 


Sat 3-0 ec 2.8 


4.1 4. a. 4.2 


Most American programs 
are better than most 


Canadian programs 3.6 Bigs: = Pee 3.6 320 > 3.6 


Effect of Television Upon Children: 


Most people don't know what 
their children are watching 
on television mee) 3.4 3.4 3.4 3.3 3.4 


It isn't good for children 
to watch too much television 4.2 4.2 4.4 4.4 4.1 ro eae 


The television is a good way 
to keep children occupied 
when I have other things to do ORE | me) 352 cf 3.6 3.6 
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TABLE 3 {CONTINUED -134- 
Education Occupation 
Some/ 
No Completed Post 
Second- Second- Second- White Blue Hous: 


ary ary ary Cotlar’- Coldar wite 


a 


Television and Social Interaction 


Watching television is a 

pleasant way for the whole 

family to spend the . 
evening together at home 4.1 Sips: Sac 3.4 3.29 336 


People no longer talk with 

each other at home because 

they spend a lot of time 

watching television 365 Shy 3.4 ce: So 7 ie taepae 


There are too many people 
who are slaves to the 


television set 4.0 4.1 4.3 4.3 4.1 4.2 
I watch television when [os 
friends or guests drop in 129 es 17 1.8 23) eo 


Personal Response to Television: 

I really get involved 

with the characters in 

some television programs S22 S20 jeg 236 2.9 3.0 


Watching television is the 
best way to relax after a 


hard day 4.0 ooo 31 ep) 3.6 B76 
The television keeps me 
company when I'm home alone 4.1 Seas) 3.4 526 Spake) 3.8 


I don't know what else to 
do so IJ watch television 2.9 pd cy Wa Aa fagles 2.9 225 


I do other things at the 
Same time as I watch 
television Ze] 3.0 3.4 oe rad ope 


I feel guilty because I 
watch television when I 
should be doing something 


else rE9 ree rae ove 2.7 1.9 
I turn off the T.V. whenever 

I get annoyed with a program 250) 2.8 3e0 229° oan 2.9) 
I fall asleep while | | 
watching television | é.6 2.5 2.4 2.6 ran Fe Les 


I watch television while : 
I am eating meals 235 2.4 ra: Cane 2.5 rae 
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Benefits of Television: 


Television is the cheapest 
form of entertainment 
for me 


Watching television is the 
best way for me to find 
out what 71S going on 

jn the world 


People should not expect as 
much from television as they 
do from entertainment they 

pay for (e.g. movies, theatres) 


Most television shows 
are boring 


Many television programs 
have too much violence 


Most American programs are 
better than most 
Canadian programs 


TABLE 5 (CONTINUED 


Household Income 
$5,000 $10,000 $20,000 


Under Loa to and 


$5,000 $9,999 $19,999 over 


Effect of Television upon Children: 


Most people don't know what 
their children are 
watching on television 


It isn't good for children 
to watch too much television 


The television is a good 

way to keep children occupied 
when I have other things 

to do 
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Population Density 
500,000 100,000 99,99: 


and to 
over 499,999 


4.1 4.0 
3.5 3.4 
3.1 oat 
3.0 On 
4.0 3.9 
3.8 ae 
3.5 3.3 
4.3 4.4 
a05 3.3 


and 
under 


4.2 


Sug 


eet 


220 


4.0 


Soo 


3.4 


4.2 


3.0 


; 


bie ea ia : 
ey — Be! 
wre : Pas eam a: oe 
ee ait ay ee | a mie eee =i 


} 26" sual rat’ af a 

| ved? ai pylbeh edly 3 
“em oP i, yer ‘nsreenb 
4 SDS (2 ae: Pa re hu (eodenild, BSE RONE 


| | | : awn Wohal 
&.$ ‘<8 9 4 vs ss 3.8 . Ps ; 


a wit | | . onetoNy deta wots: 
Dia: SR 4 Ch Be pe Of ‘a: pay ai Big a0. 


a8 Ameo NDT ei 
“a * is \ in * | . ’ ion J 
O.4 oe: . Bf (.€ VE O68 die ial Salita 


ae Pe 
— 


fen! M3 nae Ucncketie te hi 
Jet wort T'noh af 


(oh a a | ; | . 68 pum ir 
A eta a.£ KE £:€ 2.t C.6 6 .. hotelwefed ng 


. | | : sraruhal bet 
eh re oF CJ Set Sa is nottat pees nat 


beiquaaa 


Beis 


TABLE 5 (CONTINUED 


Household Income Population Density 

$5,000 $10,000 $20,000 500,000 100,000 93,¢¢ 
Under to to and and to and 
$5,000 $9,999 $19,999 over Over 499,999 unde 


Television and Social Interaction 


Watching television is a 

pleasant way for the whole 

family to spend the evening 

together at home 4.0 oo i. 3.4 3.6 eee) 336 


People no longer talk with 

each other at home because 

they spend a lot of time 

watching television ie 3.4 3.3 Sys oes 3a2 3.4 


There are too many people 
who are slaves to the 


television set 4.2 4.0 4.2 Ax 4.2 4.1 4.1 
I watch television when j 
friends or guests drop in 15 1.9 He, 13 ic 1.8 J25 


Personal Response to Television: 


I really get involved 
with the characters in 
sone television programs | et) 2.9 Zon 2.9 320 (ae 


Watching television is 
the best way to relax 


after a hard day 3G 3.7 3.4 34 3.4 320 3.5 
The television keeps me 

company wnen I'm home alone 329 4.0 3.8 | Sof Sey! See 
I don't know what else to 

do so I watch television | 2.9 2.0 ae | ao 2.0 225 Let 


I do other things at the 
same time as I watch 
television 2.9 300 Bol 2.9 ma | a | Ze 


I feel guilty because I 
watch television when I 
should be doing 


tn 
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TABLE 5 (CONTINUED) 


Region 
aa | DEI ersn 
Atlantic Quebec Ontario Prairies Columbia 


————————— 


Benefits of Television: 


Television is the cheapest 
form of entertainment for me 4.3 4.3 4. | a4 rs lee 


Watching television is the 
best way for me to find out , 
what is going on in the world Bo 4.1 530 Son 3.4 


People should not expect as much 
from television as they do from 
entertainment they pay for 


(e.g. movies, theatres) 3.0 3.4 3.0 2.9 eed! 
Most television shows are 

boring 2.8 3.0 od 2.9 2.9 
Many television programs have 

too much violence 3.9 4.) Re 4.0 4.0 


Most American programs are 
better than most 
Canadian programs lale B00 Se So aa 


Effect of Television upon Children: 


Most people don't know what 
their children are watching 


on television a7 3.3 3.4 3.4 ae 
fteisn't good for children, to | 
watch too much television ZS Ae ee AL2 4.3 


The television is a good way 
to keep children occupied when 
I have other things to do Siw 3.7 hes aC Sas 
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TABLE 5 (CONTINUED) -138- 


Region 
British 
Atlantic Quebec Ontario Prairies Columbia 
Television and Social Interaction 


Watching television is a 

pleasant way for the whole 

family to spend the evening 

together at home 529 4.0 3-5 See Sek 


People no longer talk with 

each other at home because 

they spend a lot of time 

watching television 3.4 325 Ou 3:3 353 


There are too many people 
who are slaves to the 


television set 4.0 Ove 4.2 4.1 4.2 
I watch television when 
friends or guests drop in thete 1.9 1.9 eon Da: 


Personal Response to Television: 


I really get involved with 
the characters in some 
television programs Bel hel 3.0 820 B32 


Watching television is the 
best way to relax after a 


hard day 3.6 Sac ke ve See 3.3 
The television keeps me | 
company when I'm home alone 4.0 oto 338 3./ Gel 
I don't know what else to 

do so I watch television 2.6 | 7-0 2.6 2.6 
I do other things at the same 

time as I watch television 3.0 229 oe 0 Sal 320 


I feel guilty because I watch 
television when I should be 


doing something else 2.0 teh cae (ag 2.4 
I turn off the T.V. whenever 
I get annoyed with a program Sel 224 220 3.0 Syd 


I fall asleep while 
~ watching television coi, 2.4 ans Cul 2.4 


I watch television while 
I am eating meals 23 200 Cue 2s5 2.6 
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Vi. Attitudinal Dispositions Towards Television 


This section describes how the twenty-two previously discussed 
television attitude component items are collapsed into a more concise 


and manageable description of national sentiment towards television. 


Basically, two component items distinguish those who hold 
relatively more negative attitudes towards television from those who are relative- 
ly more supportive towards it. Canadians who agree that "most television 
shows are boring" and who disagree that “watching television is the best way 
to relax" tend ery to dislike television whereas those holding the 
Opposing view on these same items tend to be much more positively disposed 
towards television. The individuals who display supportive attitudes towards 
television.can in turn be distinguished according to how strongly they are 
involved with and dominated by the medium. Among Canadians who are supportive 
of television, those who agree that they "really get involved with the characters 
in some television programs" tend to be more compulsively attentive towards 
television generally than are those who disagree with this same component 


item. 


The proportion of individuals that can be catagorized in this manner 


appears in Table 6. 
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TABLE 6 


TELEVISION ATTITUDE DISPOSITIONS 


Disposition Defining Criteria | Total Canadians 
3059 
yi 
Television agree that "most television 
Rejecters shows are boring" and dis- 


agree that "watching tele- 
vision is the best way to 


relax" 14 
Involved agree that "watching tele-. 
Television vision is the best way to 


Accepters relax" and disagree that 
"most television shows are 
boring” and agree that they 
"really get involved with 
the characters in some tele- 


vision programs” 16 
Detached agree that "watching televi- 
Television sion is the best way to 
Accepters relax" and disagree that 


"most television shows are 

boring" and disagree that 

they "really get involved 

with the characters in some 

television programs" 13 


Table 7 presents average levels of agreement and average frequency 
levels across all television issues for each of the three television dispos- 
itions. Major differences in attitudes towards television which are expressed 


by these three groups are discussed in the following paragraphs. 


_The 'television rejecters' by definition agree that most tele- 
vision shows are boring. They are also much more likely than the ‘television 
accepters' to recognize other possible disadvantages of television too. 


They less often believe television to be a suitable informational and enter- 
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tainment medium; more often they believe television to have an adverse 


effect on children. Since they also more often believe that too many 

people are dominated by television and that it has a repressive effect on 
intrafamily communication, it is to be expected that they are also less 
likely to watch television either as a family activity or when guests visit. 
By definition they do not agree that watching television is the best way to 
relax after a hard day, but as well, other behavioural measures also consis- 
tently show the ‘television rejecters' to be least dependent upon and least 


dominated by television. 


The 'involved television accepters' and the ‘detached television 
accepters' both stand in contrast to the 'television rejecters'. However, 
subtle distinct attitudinal differences occur between the two supportive 


dispositions. 


The ‘involved television accepters' are characterized by their 
almost compulsive and reflexive desire to watch television. They much more 
frequently turn to television when in doubt as to what to do and are more 
frequently found watching television even when other more pressing activities 
should be attended to. They are less likely to turn off annoying programs. 
It appears that these people more often prefer upsetting programming to no 
programming at all. They want to watch television so much of the time 
that in order to complete other activities including eating these are often 


undertaken concurrently with their television viewing. 
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The ‘detached television accepters' hold less extreme attitudes 
regarding television. They are not quite as supportive of the medium as 
are the ‘involved television accepters' regarding television's effect on 
children, its social effect on people, the overall quality of programs, and 
the importance of television's role generally. Also, by definition they do 


not agree that they get really involved with fictional television characters 


whereas the ‘involved television accepters' certainly do. 


ATTITUDES TOWARD TELEVISION BY TELEVISION ATTITUDE DISPOSITIONS 


Benefits of Television: 


Television is the cheapest form 
of entertainment for me 


Watching television is the best 
way for me to find out what is 
going on in the world 


TABLE 7 


People should not expect as much from 
television as they do from entertain- 
ment they pay for (e.g. movies, theatres). 


Most television shows are boring 


Many television programs have 
too much violence 


Most American programs are better 
than most Canadian programs 


Effect of Television upon Children: 


Most people don't know what their 
children are watching on television 


Tt isn £ good for children to 
watch too much television 


The television is a good way to 
keep children occupied when I 
have other things to do 
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-143- 
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TABLE 7 (CONTINUED 


Television and Social Interaction 


Watching television is a pleasant 
way for the whole family to spend 


the evening together at home 


People no longer talk with each 
other at home because they spend 


a lot of time watching television 
There are too many people who are 


Slaves to the television set 


I watch television when friends 
or guests drop in 


Personal Response to Television: 
I really get involved with 

the characters in some 
television programs 


Watching television is the best 
way to relax after a hard day 


The television keeps me 
company when I'm home alone 


I don't know what else to do 
so I watch television 


I do other things at the same 
time as I watch television 


I feel guilty because I watch 
television when I should be 
doing something else 


I turn off the T.V. whenever 
I get annoyed with a program 


I fall asleep while 
watching television 


I watch television while I 
am eating meals 
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Television 


Accepters 
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VII. Relationships Between Attitudes Towards Television 


And Advertising Attitude Dispositions a 


This section examines differences in attitudes towards television 
which occur between the two advertising attitude dispositions which were 
developed in Section VI of Part Four of this report (see page 103). 

The two dispositions found therein are also repeated in Table 8 below to 


indicate the main attitudinal difference found. 


TASER SS 
ADVERTISING ATTITUDE DISPOSITIONS 


Disposition Defining Criteria Total Canadians 
3059 
% 
Advertising agree that "advertising helps 
Favourers to raise our standard of liv- 
ing" 38 
Advertising disagree that "advertising 
Rejecters helps to raise our standard 
of living” 238 


The supportive disposition towards advertising shown by ‘advertising 
favourers’ extends to the specific area of television commercials. They, 
more often than ‘advertising rejecters' believe that better programming 
results from both the-increased presence and quantity of accompanying tele- 


vision commercials. 


More favourable attitudes are expressed towards almost al] tele- 


vision issues by those displaying a Supportive disposition towards advertising. 
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The one exception is that although they more strongly indicate television 
to be their cheapest form of entertainment, the ‘television favourers' do 
proportionately more often agree that people should not expect as much 
from television as they do from entertainment which they must pay to 


experience. 


The ‘advertising favourers' make heavier use of television in 
social contexts such as when guests visit or when the whole family is 
together for the evening. They also more often believe television is a 
Suitable means of keeping children occupied. They also show their 
greater interest in television behaviourally. Television much more often 
_ provides these people with a means to relax, to be kept company, and to 
indulge in a fantasy world of fictional characters. When without any 
Specific activity planned, they will more often reflexively turn to 
television. The dominance that television holds over the ‘advertising 
favourers' is further evidenced by how less frequently they can bring 
themselves to turn off television programs which they find to be personally 


annoying. 


In summary, it appears that a strong correlation exists between 
attitudes towards television and attitudes towards advertising. A favourable 
or negative disposition towards one attitudinal area is likely to be accom- 


panied by a similar disposition towards the other attitudinal area. 
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ATTITUDES TOWARDS TELEVISION BY ADVERTISING ATTITUDE DISPOSITIONS 


- 


Benefits of Television: 


Television is the cheapest form of 
entertainment for me : 


Watching television is the best way 
for me to find out what is going on 
in the world 


People should not expect as much from 
television as they do from entertain- 
ment they pay for (e.g. movies, theatres) 


Most television shows are boring 
Many television programs have too 
much violence 


Most American programs are better than 
most Canadian programs 


Effect of Television upon Children: 


Most people don't know what their 
children are watching on television 


It isn't good for children to 
watch too much television 


The television is a good way to 
keep children occupied when I 
have other things to do 
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TABLE 9 (CONTINUED) 


Television and Social Interaction 
Jerevision and social interaction 


Watching television is a pleasant 
way for the whole family to spend 
the evening together at home 


People no longer talk with each 
other at home because they spend 
a lot of time watching television 


There are too many people who are 
Slaves to the television set 


I watch television when friends 
or guests drop in 


Personal Response to Televesion: 


I really get involved with the 
characters in some television programs 


Watching television is the best way to 
relax after a hard day 


The television keeps me company 
when I'm home alone 


I don't know what else to do 
so I watch television 


I do other things at the same 
time as I watch television 


I feel guilty because I watch 
television when I should be 
doing something else 


I turn off the T.V. whenever 
I get annoyed with a program 


I fall asleep while watching 
television 


I watch television while I am 
eating meals 


Advertising 
Favourers 
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